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Left: Comfortable 
Bakelite Pistol grip 
equipped with Toggle 
Switch. “On” and 
“Off” positions easily 
obtained by gentle 
pressure of thumb. 


Right: 
The “Witch-Way” 
Handle! You stend in 
one spot ond with “a 
twist of the wrist’ 
steer the cleaner in 
almost any direction. 
Saves miles of steps! 


Left: The exclusive | 
Apex “Shaddo-Lite.” 
Built into the cleaner 
—not an efttechment. 
Lights the shadows as 
you clean. No forgot | 


Right: “Press-Toe” 
Nozzle Adjuster! A toe 
teuch gives instant 
selection of any one 
of 7 different adjust- 
ments for any thick- 
ness of floor covering. 


Above: Exciusive 
Nozzle Height-indi- 
cator for the 7 differ- 
ent cleaning odjust- 
ments. Alwa’;s visible. 
Without guesswork, 
indicates height at 
which you are operat- 
ing the cleaner. 


A dwarf in size but a 
giant in power, the 
handsome new Apex 
C-75 T Hand Cleaner 
does many difficult 
| cleaning jobs and does 
them well. Has Extension Tube equipped with Swivel 
Nozzle and Radiator Tool. Can be used convenient- 
ly as a floor cleaner, to clean drapes, tops of door 
casements, upholstery, mattresses, motor cars inte- 
riors, etc. The new, low price includes all equipment. 


Above: 
Smooth-running Apex 
speed Motor provides power- 
ful suction to remove deeply 
imbedded dirt. Speed chonged | 
by touch of toe on kick-switch. — 
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West of Denver 


APEX ROTAREX MANUFACTURING CO. 


Oakland, California 


APEX ROTAREX CORPORATION - Cleveland, Ohio 


CURVE WITH AN APPLIANCE TO FEATURE EACH 


The first Apex Electric 
Cleaners were built more 
than twenty years ago. 
Thousands of these original 
models are still giving satis- 
factory service. This remarkable 
record of performance has meant 
the sale of millions of dollars worth 
of Apex Washers, lroners and Refriger- 
ators to purchasers of Apex Cleaners. 


The new Apex B-82 DeLuxe Floor Cleaner 
with its worthy companion the C-75 T Hand 
Cleaner represent the highest development 
in their particular fields—in beauty, features, 
efficiency, economy and all-round utility. 


Priced to meet the reduced family budgets 
of the times, these two famous Apex Ap- 
pliances have proved that no longer is it 
necessary to maintain expensive, high pres- 
sure door-to-door selling organizations to 
win profitable volume on this particular 
type of labor-saving appliance. 


Sell the complete Apex Line—Cleaners, 
Washers, lroners, and Refrigerators and 
your advertising and selling effort on any 
single item automatically creates a market 
for other Apex Appliances. 


And because there is an Apex Appliance 
to feature each season of the year, the Apex 
Complete Line will straighten your sales 
curve, lift it to higher monthly levels and 
greatly increase your profits. For catalogs, 
prices and other information write to Dept. A. 


In Canada 


ERT MITCHELL CO., LTD. 
Montreal, P. Q. 
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The 
Mlerechandising Month 


NCE again price is foremost in 

the month’s events. This time 
a new low in range prices. The an- 
nouncement by Westinghouse of 
a three-burner console range to re- 
tail at $61.25 plus freight, brings 
the electric range into the price 
class heretofore held without chal- 
lenge by the gas stove. A range of 
this quality at this price is unques- 
tionably a manufacturing achieve- 
ment. Marketing, however, in the 
volume necessary to justify such a 
price is another matter. A price 
tag, no matter what figure is writ- 
ten on it, will not of itself sell an 
electric range. Not until the public 
mind is influenced to recognize the 
merits of electricity as the best 
means of food preparation. 


LOAD BUILDING 


Because of the influences that have 
hemmed in and hampered the electric 
range from its beginning, the vital first 
step in marketing—the creation of a re- 
ceptive public—has not been through na- 
tional advertising but has been carried on 
as a series of local utility promotions. And 
many of these promotions have been 
sporadic in character and lacking in the 
general support of the other trade elements 
of the community. Ranges at $61 and 
$72 are not likely to alter this situation. 
At such prices the dollar margins cannot 
be great enough to provide for sufficient 
advertising and promotion to build a mar- 
ket. The power company of necessity must 
spend the advertising money in anticipa- 
tion of revenue and will naturally organ- 
ize its own sales drive to get this current- 
consuming equipment on its lines. Which 
brings range marketing back to where it 
started as a power company load building 
operation. 


MERCHANDISING 


This situation is in many ways unde- 
sirable. Because if the range is to achieve 
a wide public acceptance and sell in profit- 
able volume it must become a straight 
merchandising operation through thou- 
sands of regular merchandising outlets. 
Too much price emphasis is unfortunate 
today because there has never been a time 
when more favorable circumstances com- 
bined to stimulate this expansion of the 
range into general trade channels. 


REPLACEMENTS 


Consider first the accumulated need for 
cooking stoves. Unnumbered homes have 
made shift to get along with the old gas 
or coal range until these scarred veterans 
are an every meal reminder that replace- 
ment is long overdue. 425,000 such re- 
placements were made by gas ranges the 
first six months of this year. And if 425,- 
000 were sold, how many times that num- 
ber of shoppers looked over, priced and 
considered new equipment with a weigh- 
ing of sales arguments and a scrutiny of 
budgets? And how many of these shop- 
pers in department and other stores had 
a good look at an electric range or heard 
a convincing sales argument on the clean, 
controllable, cool, efficient and safe electric 
range? And it’s a safe assumption that 
these shoppers are all prejudiced in favor 
of things electrical. Their refrigerators, 
washers, irons, lights have attended to 
that. They would be glad to listen to a 
sales talk on electric cooking. But an ill- 
informed clerk with a gas range to sell can 
dismiss such a budding interest by the as- 
surance that electric cooking is “too ex- 
pensive.” The electric power companies 
are up against the dire necessity of build- 
ing load in large units to make up for rate 
reductions. We suggest that these com- 
panies reflect on the stubborn fact of 425,- 
000 families buying gas ranges in six 
months. And continuing to buy. Every 
business day two or three thousand utility 
customers are taking themselves out of the 
prospect class for electric cooking service. 
And these purchases are, most of them, 
being made from merchants. Merchants 
whose business is selling goods and mak- 
ing a profit. But their action in this im- 
portant matter depends on the policy and 
practice of their local power company. If 
the power company follows a policy which 
makes electric range selling difficult for 
these merchants, they will continue to be 
the most valuable allies of the gas com- 
pany. 


COMMUNITY EFFORT 


Electric range marketing to realize its 
objective must be a community effort. 
The power company must take the leader- 
ship in advertising and promotion. But 
advertising and promotion can only lay 
the groundwork for selling. Unless sell- 
ing is community wide, the advertising 
fails of its fullest effect. To enlist the trade 
community the power company should set 
definite policies and make these policies 
clear to the trade. If price leaders are to 


be used, the limits of price promotion 
should be well understood. This is im- 
portant as the merchant's interest cannot 
be maintained and his help enlisted if price 
is to be exclusively featured. Higher 
priced, extra-feature merchandise must 
have a place in the plan if the merchant is 
to have a chance for profit. Then tell the 
trade all about rates. A clear and simple 
explanation of rates placed in the hands of 
all the clerks and sales people of all the 
dealers will end the “too expensive” argu- 
ment. If special terms of payment are to 
be offered, they should be extended to the 
trade. The company can make the collec- 
tions if the dealers do the selling. We are 
proposing here only what a number of 
utilities have very successfully accom- 
plished. The local trade can be and should 
be full associates with the power company 
in the sale of electric ranges. It is our con- 
viction that only by such a broadening of 
the channels of distribution can electric 
range acceptance be quickly brought about 
and volume sales achieved. 


WASHERS 


Kansas City is the most recent battle- 
ground of the laundries and the washer 
business. By a well planned direct selling 
drive the laundries have been taking back 
ground lost to the electrical trade, Be- 
fore this drive was launched a survey was 
made by the American Laundry Machin- 
ery Company. The survey develops some 
facts interesting to washer merchandisers 
as well as to laundry men. Of the 2,768 
homes interviewed, 50.1 per cent owned 
washing machines. Of these washer 
owners 92.6 per cent used their machines 
regularly. Washer ownership was lowest 
in the sections classified as “good’’: that 
is, sections where income was above aver- 
age. In these “good” sections only 33.1 
per cent of the families owned washers. 
Another fact developed of importance to 
washer men is that 28 per cent of all homes 
with washers owned washers that are 10 
or more years old. And in answer to the 
question “how was your washing done 
before you bought a machine” 30.3 per 
cent answer “by hand.” Which is another 
reminder that we still have a strong argu- 
ment in labor saving. 
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Local Organizations Being Formed 
In National Modernization Drive 


EEPING up with the Joneses is the 

psychology which the Federal Hous- 
ing Administration is counting upon to 
put over the modernization program. To 
get the benefit of the National Housing 
Act, every city must organize its own 
local campaign. Whether small or large, 
a comunity is a group of neighbors. You 
may not love your neighbor but you will 
probably paint your house if he does. 
Keeping up appearances is stronger that 
the biblical injunction. And so the modern- 
ization program moves on down the street, 
with a new roof here, a porch there, a fire- 
place, a modern bathroom and paint— 
paint everywhere. 

That’s why FHA expects as good if 
not better results in the small towns 
where the proportion of home ownership 
is larger than in the big cities. 


2,800 Accept 


Of the 18,000 lending institutions esti- 
mated by FHA as eligible approximately 
2,800 had accepted on Aug. 20 the in- 
surance contract protecting them against 
100% of all losses incurred on moderniza- 
tion loans made by them, provided the 
total of all such losses does not exceed 
20% of the total loans. This insurance 
is figured in the total amount of loans 
made during the entire time the insurance 
contract with FHA is in effect, not on 
the face amount of notes outstanding at 
any particular time. Notes paid off or 
matured are not deducted, in event of 
default on others, in determining the 
amount of the reserve. The insurance is 
tantamount to a complete guarantee as 
the highest known loss ratio on similar 
types of receivables in the past has not 
exceeded 3% 


Banks Lining Up 


Banks which professed themselves as 
“not interested” in making loans at “5%” 
are lining up rapidly. FHA contends 
that the discount of $5 per $100 on a 1- 
year note payable in equal monthly in- 
stallments and representing a cost to the 
borrower of 9.72% is enough to cover 
handling costs and produce an attractive 
net return. To popular protests against 
the “big interest rate,” FHA replies 
frankly that any type of installment credit 
necessarily costs more than a straight 
commercial loan because of the extra ex- 
[he charge also makes 
allowance for the fact that the borrower 
is not required to maintain a deposit ac- 
count. The property modernization credit 
is, however, by far the lowest in cost 
ever offered to borrowers for such pur 


penses involved 


poses. 

The ratio of gross charge to average 
outstanding balances—9.72%—is equal to 
about 8c. per month for each $10 bor- 
rowed and is the maximum permitted 
by FHA, no matter what the size of the 
note, the number of months it has to run, 
the number of installments provided for 
or how the charges are collected. Tables 
for determining the discount amounts 
have been issued to lending institutions 
and definitely limit the ratio on any trans- 
action to .0972. 


Working Against Time 


FHA still is struggling valiantly to 
make up for time consumed in organiza- 
tion. The regulations now in the hands 
of regional, state and district directors, 
financial institutions and civic and com- 
mercial organizations throughout the 
country have been supplemented by a 
manual detailing the plan for organizing 
community campaigns. This contains the 


best of the ideas used by cities which 
have conducted such campaigns in the 
past, together with added features made 
possible by the National Housing Act. 
With the cooperation of the American 
Bankers Association, a banker has been 
named in each state to establish coopera- 
tion between financial institutions and 
community organizations where this is 
necessary to mobilize credit. Confusion 
caused by instructions issued by the 
Comptroller of the Currency to national 
bank examiners regarding the classifica- 
tion of modernization loans has been re- 
moved by assurance that this paper shall 
not be classified as slow, doubtful or 
loss until it is determined that the loss 
exceeds the 20% insurance reserve. 


Construction Lagging 


“It seems inevitabe,” according to the 
League’s official bulletin this week that, 
barring hoped-for stimulation from the 
activities of FHA, construction will reach 
a crisis this winter. And it is generally 
admitted that, while FHA has great po- 
tentialities, it cannot be a panacea from 
the very fact that the scope of its activi- 
ties do not extend to even a major part 
of the normal field of the industry. The 
various indices of construction activity 
continue to graph a downward trend de- 
spite the activities of the governmental 
agencies designed to stimulate the in- 
dustry. Construction contracts and ma- 
terials figures, particularly with regard 
to the all-important private market, 


show slump trends, and observers of the 
industry predict that the total volume of 
work: this year will hardly exceed last 
year’s $3,100 millions.” 

The administrations housing program, 
of which modernization of existing struc- 
tures is the first phase, introduces two 
new principles into its attempt to “lift” 
the capital goods industries out of stag- 
nation. One, by stimulating the market 
for heavy consumer goods, notably hous- 
ing, and the equipment which follows in 
its wake. Hope is pinned to the belief 
that this approach will be more effective 
in stirring up machine tools and other 
first line capital goods than direct methods 
which ignore lack of a market for the 
output from new machinery. The other 
novelty in the housing program is the 
attempt to put to work now idle private 
investment capital, protected by Govern- 
ment guarantee against any probable loss, 
rather than pouring in Government 
credit and funds. 

After dwelling upon the disrepair of 
sixteen million buildings in this country, 
FHA flings this challenge at private 
capital : 

“No financial institution interested in 
preserving the accumulated savings of 
our people can fail to recognize the seri- 
ousness of this situation nor fail to co- 
operate in a feasible effort to correct 
the condition.” 

The regulations issued August 10 cover 
25 printed pages and describe the pro- 
cedure to be followed in handling 
modernization credits. 


P.G.&E. Sponsors Washer- 
Troner Month On Coast 


EPTEMBER is to be washer and 

ironer month in Northern California. 
These two appliances are scheduled for a 
drive under the auspices of the Electrical 
Appliance Society. 

Straight selling will prevail, with no 
special price offers. Advertising will be 
launched immediately after Labor Day 
and will center around a slogan and a 
poster which will be used by all. “It’s 
thrifty to own a complete home laundry” 
will be the theme song of this campaign. 

Cooperating distributors include the 
ABC, Apex, Conlon, Cooper Tray, Easy, 
General Electric, Faultless, Ironite, 
Norge, Thor, Universal, Victory, Voss 
and Westinghouse. 


Dealer Participation 


In addition to full participation in the 
campaign as a member of the Society, the 
Pacific Gas and Electric Company has 
prepared an extensive program of promo- 
tion in the interest of dealer sales in its 
territory. The utility does not itself sell 
washers or ironers; its efforts are all 
directed toward dealer promotion. Its 
program includes : 

1. Displays of washing machines and 
ironers in its 65 business offices during the 
entire month of September. The com- 
pany estimates that about 250,000 custom- 
ers visit its business offices every month. 

2. Sixty demonstrators will be employed 
to demonstrate electric ironers in these 
offices. 

3. A three-color bill sticker will be at- 
tached to some 516,000 electric bills sent 
out to domestic consumers. 

4. An essay contest with prizes for the 
best short articles on the electric washer 
and ironer will be run through P.G. & E. 
Progress, the company publication which 


goes to 500,000 of its customers each 
month. 

5. Special feature window displays will 
be maintained in all district offices 
throughout the month. It is estimated 
that the number of people passing these 
displays will run well over a million dur- 
ing the month. 

6. Each of the utility’s twelve divisions 
will organize special meetings with the 
local dealers and representatives of the 
newspapers to promote local interest in 
the campaign and to urge the newspapers 
to work up broadside or tie-in advertis- 
ing to accompany the large advertise- 


ments which will be run by the Electric 
Appliance Society. 

All of the dealer appliances place: jn 
the utility’s offices during this cam; cign 
will carry a neat courtesy card showing 
the name of the local dealer selling this 
particular model. No price tags wil! be 
allowed and prices will not be quoted py 
P.G.&E. attendants, but suitable pam- 
phlets describing the merchandise wil! be 
available to interested prospects. 


P.G.&E. Match Donations 


Display floors, display windows and 
floor demonstrations are limited to the 
wares of those manufacturers and distrib- 
utors who have contributed to the Elec- 
tric Appliance Society’s special campaign 
fund. The Pacific Gas and Electric Com. 
pany matches dollar for dollar the dona- 
tions of manufacturers and distributors 
for the financing of other features of the 
campaign. 

Thus far the society has had remark- 
able succcess in sponsoring campaigns 
The vacuum cleaner drive and the re- 
frigerator campaign of the early summer 
brought excellent results in cooperative ef- 
fort and in practical results. It is ex- 
pected that the present effort will be 
equally successful. 


Oregon Ironer 
Campaign Features 
10-Word Slogans 


IVE manufacturers and two utility 
companies of Portland, Oregon, re- 
cently cooperated in a five-week ironer 
campaign in this territory. One week 
was allotted to each make of ironer, the 
two utilities concentrating their advertis- 
ing for this week on this particular equip- 
ment. The names of dealers handling 
ironers of this make were featured, to- 
gether with the offer of the award of an 
ironer for the best ten-word slogan ad- 
vertising this equipment submitted dur- 
ing the contest. Slogans could only be 
submitted through the dealers, so that 
each merchant had an opportunity to 
demonstrate his appliance and to contact 
the prospects who had chosen him as the 
agency with whom they wished to deal. 
Three judges passed on the slogans and 
awarded the ironer (awarded by the 
manufacturer) to the author of the best 
Among the winning slogans were 
“Simple, speedy, cheap to use, ‘Thor’ will 
banish ironing blues” ; “Economical, easy, 
thorough—best! Apex ironer stands the 
test”; “Proven by test, Easy ironer is 
best”; “For ironing needs, the ‘Conlon’ 
leads; its perfection your protection.” 
Approximately 1,000 slogans were re- 
ceived each week. 


BARLOW & SEELIG GET-TOGETHER 
Here’s part of the Speed Queen sales gang who got together at Ripon, Wis., 


recently in their annual convention. 


The sales meeting consisted of four 


general sessions and ended up with a banquet at Green Lake in honor of 
P. J. Van Anrooy of Lincoln, Nebraska, who has been selling Barlow & Seelig 
washers and ironers for 25 years. At the meeting sales strategy, dealer help 
material, service problems and construction matters w discussed by the 


group. 
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WESTINGHOUSE MAGIC 


Reese Mills, Manager, Range & Water Heater Department, Westinghouse 
Electric & Mfg. Company, takes a water tumbler and a candle to dramatize 
the new Visual Demonstration now made available to dealers. This kit, 
through actual test, has become one of the most popular sales weapons, 
adopted in the field for the sales of electric ranges. 

Working on the theory that “To sell them you have to show them,” the kit 
has been recently offered to Westinghouse electric range dealers for use, not 
only in the show room, but also by the retail salesman in the home of the 


prospect. 


The tumbler and candle prove themselves to be of great worth in getting 


the story of coolness and healthfulness of the range across. 


places an inverted water glass over a burning candle set in a saucer of water. 
In an instant the flame dies out. He explains then that flames use oxygen to 
burn—the oxygen that is needed in the kitchen by the person or persons in 
that room. As a result of the burning or consuming of the oxygen, “kitchen 
headaches” often occur. Electric cookery, however, does not consume the 
oxygen necessary to the respiratory system. 


TVA to Finance All Models 
In Knoxville and Tupelo 


N extension of the financing program 

of Electric Home and Farm Author- 
ity within the territories served directly 
by power sold by the Tennessee Valley 
Authority was announced recently by 
George D. Munger, Commercial Manager 
of EHFA., 

The new policy, Mr. Munger said, will 
extend EHFA low-cost financing of do- 
mestic electric equipment to the complete 
line where a manufacturer has an ap- 
proved TVA model. 

For instance, if Blank Company has an 
approved TVA-emblem refrigerator, all 
sizes of refrigerators manufactured by 
Blank Company may now be purchased 
on the EHFA financing plan in communi- 
ties served by TVA power. 

If Blank Company has an approved 
emblem appliance in all three appliances 
now financed by EHFA—range, refriger- 
ator and water heater—all models of these 
types, regardless of size, will be procur- 
able on EHFA customer-financing in 
territories served by TVA electricity. 

The use of the emblem, however, will 
be restricted to the low-cost appliances, 
as is the present practice. 

\s an experiment, EHFA has been 
financing the entire line of models of ap- 
proved manufacturers at Tupelo, Missis- 
sippi, where the EHFA program was in- 
troduced in May. Because of the success 


of this extension of the finance plan at 
Tupelo, Mr. Munger said, it will now be 
adopted as a policy throughout the entire 
area of Tennessee Valley Authority power 
operations. 

At the same time, it was announced 
that the new contracts with manufac- 
turers are altered so that retail dealers 
apply directly to EHFA to take part in 
the program. Manufacturers are relieved 
of liability on the time-payment contracts. 

“This marks an improvement over the 
original plan,” Mr. Munger said. “Since 
we are right here on the ground, we are 
better informed and more conveni-ntly 
situated to negotiate with retail dealers. 
Henceforth, dealers wishing to cooperate 
in this plan will work directly with 
EHFA.” 


FREE ELECTRICITY 
PAID Its WAY 


HAT the returns to the San Joaquin 
Light and Power Corporation in in- 
creased sales of current and merchandise 
were sufficient to more than meet the 
costs of its two months’ campaign of 
Free Electricity has been announced by 
the company after an analysis of results. 
According to A. E. Wishon, president 
of the company, “The final results of the 
plan will be known after sufficient time 
has elapsed to show how much of the in- 
creased use is permanent. The immediate 
results are shown directly by the extent 
to which eligible customers took advan- 
tage of the offer, and indirectly by the 
effect of the plan on appliance advertis- 
ing and sales, and on public relations. 
. .. The total cost of the campaign, in- 
cluding increment power costs, special 
advertising and sales work, has been 
fully offset by increased sales. Our con- 
sumers were given more for their money 
and our net income was increased.” 
Some of the figures involved follow: 

1. A total of 43,224 domestic and 
commercial lighting consumers or 52.9 
per cent of those eligible took advan- 
tage of the offer, using 5,633,911 free 
kw.hr. This use was 40.5 per cent of 
the kw.-hr. paid for at the regular 
rates. 

2. 21,212,599 kw.-hr. in excess of 
their last year’s consumption was used 
by 10,726, or 69 per cent of the agri- 
cultural power consumers. This use, 
which an increase of 102 per cent over 
the kw.-hr. paid for at the regular rate, 
was billed for at half price, subject to 
refund of even this charge if the regu- 
lar use for the agricultural year ex- 
ceeds, 4,000 kw.-hr. per hp. 

3. Personal calls on 18,000 domestic 
and commercial consumers to explain 
the plan found almost universal ac- 
ceptance and appreciation of the plan. 

4. Merchants and dealers report sales 
of electrical merchandise throughout 
the territory as from double to four 
times sales of last year for a similar 
period. 


Breaking Economy Habit 


The purpose of the free electricity 
campaign was the breaking of the 
economy habit built up by customers 
during the last few years. The actual 
cost of free energy, of additional adver- 
tising, of equipment required and of ocher 
promotional expense was less than $1 per 
consumer and about 2 mills per kw.-hr. 
of free and special use. This expendi- 
ture was amply justified by immediate 


mip 


PUBLIC SERVICE MEN AT THOR 


The lure of a free trip to A Century of Progress Exposition offered by the 
Gas and Electric Company of New Jersey far over the top in a sales con 

just ended. The ten leaders went to Chicago as guests of President Edward 


N. Hurley, Jr. 
almost double 


About 240 others won cash prizes. 
the estimated results. 


The contestants sold 
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JUDSON BURNS MEN AT 
ATLANTIC CITY 


In the Burns campaign quotas 
were set for each store, dealer and 
utility outlet; as well as for indi- 
vidual salesmen. Every manager 
who reached 80 per cent or more 
of his store quota was invited to 
join the party; as well as every re- 
tail salesman who sold 100 per cent 
or more of quota. The leading 
salesman, Clarence Samsel, sold 
and delivered during the period of 
the campaign $6,005 worth of 
General Electric Appliances, and 
there was only a hair’s breadth sep- 
arating him. from a half dozen 
other contestants. 108 salesmen 
and managers made their quotas, 
entitling them to participate in the 
outing. Judson C. Burns is Phila- 
delphia distributor for General 
Electric appliances. 


results—and there is no way of predicting 
what may be the returns to the company 
in continuing increased use. 

In the furtherance of appliance sell- 
ing during this period local dealers ran 
33,742 inches of advertising, costing 
them $25,187, in addition to 26,635 inches 
of company advertising. Refrigerator 
sales were three times those of a similar 
period last year, other appliances from 
twice to four times. Several manufac- 
turers’ awards for best sales during these 
two months went to dealer organizations 
in this district. 


Form Unit Air 
Conditioners 
Association 


ORMATION of a new association to 

foster and promote unit air condition- 
ers has just been announced. It will be 
known as the Unit Air Conditioner Man- 
ufacturers’ Association with headquarters 
at 330 West 42d St. 

The officers elected at the last meeting 
were: P, A. McKittrick, President 
(Treasurer and General Manager Parks- 
Cramer Company); Allston Sargent, 
Vice-President (President of Campbell 
Metal Window Company); Harry C. 
Grubbs, Treasurer (Sales Manager De 
La Vergne Engine Company); John A. 
Dewhurst, Temporary Secretary. 

A Board of Directors of seven elected 
were: Thornton Lewis, Chairman (Ex- 
ecutive Vice-President of Carrier Engi- 
neefing Corp.); H. C. Grubbs, De La 
Vergne Engine Co.; J. J. Donovan, Gen- 
eral Electric Company; J. W. Speer, 
Westinghouse Electric & Mfg. Co.; 
J. F. G. Miller, B. F. Sturtevant Co.; 
S. E. Lauer, York Ice Machinery Corp. 

A code of fair trade practices has been 
filed with NRA. A public hearing has 
been held and this part of the Associa- 
tion’s activities is now being considered 
in detail by the members of the Associa- 
tion and industry. ‘ 

Preliminary figures indicate that the 
annual gross sales for last year of unit 
type of equipment was approximately 
$4,000,000, and that the current year will 
see this volume exceeded by 50 per cent 
or more. 

Unit type equipment is believed to be 
on the ascendancy. It covers not only 
the self-contained units, but many types 
of installations using a combination of 
units operated from one central source. 

There are many problems of engineer- 
ing that confront every proposed job so 
that sales organizations must be devel- 
oped along proper lines to perform the 
type of service and sales necessary. It is 
the aim of the Association to guide the 
development of the industry along the 
proper lines so that the advantages to be 
gained by the buying public will enhance 
the continued development and use of air 
conditioning. 

The membership in the Association de- 
veloped during the recent months of for- 
mation represents over 80 per cent of 
current production. 


Home Workshop Is 
Latest G E Appliance 


OME 300 distributors and sales 

leaders of the General Electric Com- 
pany’s specialty appliance sales depart- 
ment, meeting for their eighth annual con- 
vention at Nela Park, Cleveland, Aug. 
21-23, were introduced to the latest 
specialty appliance to be added to the 
General Electric line—a “Home Work- 
shop.” It was demonstrated by R. W. 
Shenton. 

A compact combination of tools—saws 
for wood and metal, with tilting saw 
table, lathe, sander disc, jig saw, etc., it 
was designed primarily for boys but is 
expected to reach a considerable market 
of grown-ups who like to tinker with tools 
in basements and workshops. The Work- 
shop weighs 100 pounds and is priced at 
$99.50. 
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Lovell All-steel 
Frames bavegreat 
strength without 
excess weight... 
electrically weld- 
ed... mo rivets. 


The strength of any structure is largely determined 
by the construction of its frame, whether it be a sky- 
scraper, airplane or motor car. The frame of a 
Lovell Pressure Cleanser is made from bright-finish, 
cold rolled steel fabricated in much the same manner 
as the frame of a motor car. To insure great strength 
without excessive weight, the interlocking type 
of construction is employed. No rivets are used. 
All parts are electrically welded. The sturdy steel 
frames are next rust-proofed by the Udylite process 
of cadmium plating. This is the process used by 
the United States Government to plate the metal 
parts of sea planes that come in contact with the 
highly corrosive salt water. A Lovell frame will 
withstand the most severe usage without injury. 


This Advertisement is Printed to Help Those Many Hundreds 
of Salesmen Who Sell Lovell-equipped Washers 


The Lovell Pres- 
sure Cleanser is 
oil-less. No grease 


or dirt to get on 
clothes. 


The Lovell Pressure Cleanser is an oil-less wringer. 
The bearings are made from carefully selected hard 
maple processed for days to impregnate them with 
a soil-less lubricant which endures for the entire 
life of the washer. You can touch a match to an old 
Lovell bearing and the lubricant will drip from it 
like wax from a lighted candle. After years of re- 
search Lovell has failed to find a better bearing 
or one that will give longer service. There are 
no cogs in the Lovell Pressure Cleanser to require 
oiling or to make operation noisy. Nothing is more 
aggravating to a woman than to get oil or grease on 
freshly washed garments. With a Lovell this can never 
occur except through carelessness or ignorance. 


The Lovell Pres- 
sure Mechanism 
provides adjust- 
able pressure 
evenly applied at 
both ends of roll. 


Lovell Wringer 
Rolls are lami- 
nated... not made 
of one kind of rub- 
ber throughout. 


ELECTRICAL 


The pressure mechanism of any wringer is ALL- 
important. With the Lovell any pressure you desire 
is easily obtainable. You simply turn a screw that 
operates against the center of a semi-elliptical spring. 
This construction creates equal pressure at both 
ends of the roll. For best results, evenly balanced 
pressure is most essential. Every Lovell spring is 
made of the finest oil-tempered steel. Each is given 
a careful machine test under pressures far greater 
than it ever will be called upon to resist in actual 
usage. That's why a Lovell spring is seldom known 
to break. With Lovell ADJUSTABLE pressure, a 
single dainty garment or the heaviest clothing 
may be wrung equally dry and without injury. 


All Lovell Pressure Cleansers are equipped with 
Lovell Hand Made Rolls made entirely in the Lovell 
factory. Four different kinds of rubber are used... 
each scientifically compounded to render a particu- 
lar service. The foundation rubber is compounded 
especially for great tenacity in clinging to the un- 
breakable steel shaft and to resist pull and pressure 
under the severest strains. Next is applied an elastic 
cushion of the finest rubber with the correct resiliency 
to extract the maximum of water without injury to fab- 
ric, buttons or buckles. Third, comes a tread of tough 
rubber compounded to give the maximum of traction 
and resistance to wear.. to withstand the abrasions of 
buttons and the effects of chemicals in soaps. Fourth, 
at the end of each Lovell Roll is placed a hard rubber 
washer vulcanized to the shaft. This prevents seep- 
age of water along the shaft which, if permitted, 
would cause rust and loosening of the rubber from 
the shaft. This is why Lovell Rolls cost more to build. 


Lovell uses four 
different types of 
safety releases. 
Each perfected! 
Each exclusive! 
Each patented! 


Only manufac- 
turer in the world 
that builds com- 
plete wringers in 
one plant. 


Lovell makes four different types of safety releases. 
Each is exclusive. Each is patented. Each is positive 
and quick in its operation and offers full 
protection. The Lovell Pressure Cleanser illustrated 
on the opposite page is equipped with the latest 
type, the Lovell Push-pull, Safety Bar-release. 
The Lovell Bar Release provides the utmost in pro- 
tection, convenience and dependability. It is the most 
sensitive safety feature ever developed. A minimum 
amount of pressure (push or pull) of any part of the 
body at any point of either bar immediately releases 
the entire top-assembly. The release is instant and 
complete AT BOTH ENDS... regardless of the amount 
of pressure. All parts released are tied together. 


For more than a half-century the Lovell Manufactur- 
ing Company has been distinguished as the only 
company in the world that builds complete wringers 
in its own plant. This, plus the fact that Lovell main- 
tains the largest and most complete engineering 
laboratory devoted exclusively to the design, de- 
velopment and testing of clothes wringers, insures 
well balanced construction, uniform quality and the 
highest standard of excellence throughout. This is 
why the Lovell Pressure Cleanser has won the 
approval of every outstanding domestic science 
research laboratory in America. This, too, is the rea- 
son why most makers of high-grade washers use the 
Lovell Pressure Cleanser as standard equipment and 
why most women without question accept the Lovell 
as a product representing the utmost /n wringer ser- 
viceability. Also, Lovell has used national advertis- 
ing for many years to carry to women throughout the 
United States the story of the advantages and econo- 
mies that are offered by the modern electric washer. 
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refrigeration 


Serateh Off the Down Payment 
On Reetrigerators 


La Salle, Ill, central station gives good 
credit prospects a try-out—and clinches sales 


tor out to your home for a few days trial. 
You are not obligated to buy it and we'll 
pick it up in a week’s time if you don’t 
like it.” 

Out of ten trials of this sort, nine stuck, 
he relates. 

“Handling a small refrigerator today is 
a two-man job,” he told Electrical 
Merchandising. “We have a truck out in 
back with a derrick that can waltz them 
around like hat boxes. While we take 
some risk in having one fall, causing dam- 
age, otherwise we feel perfectly safe to 
let prospects have a trial, as there is no 


“All right,” says Mr. Peoplis, “make up your mind after trying it a 


few 


days. 


chance of the box becoming second-hand. 
A few years ago with the heavy refrig- 
erators we could not do this.” 

The electric refrigerators (G.E.) are 
sent out without any price tag attached. 
When Mr. Peoplis follows up he does not 
mention the down payment but simply 


IGHT weight electric refrigerators 
4 that can be handled by two men, 
porcelain and baked enamel finishes that 
stay good as new, have given the mer- 
chandise department of the Illinois Power 
and Light Corporation a sales argument 
that rivals the meter plan and the no- 
money-down argument 
With tough prospects (whose record 
for paying light bills he knows in ad- 
vance) E. A. Peoplis, sales manager of 
the LaSalle division, uses this closing 
argument, “We'll scratch out the down 
payment and send this electric refrigera- 


you MUST TALK aBouT ICE CUBES 


@ The subject is unavoidable. If you don't bring 
it up the prospect does. He demands the largest 
amount of ice in the shortest time, at lowest cost. 

The manufacturer of your refrigerator equips 
it with Aluminum Ice Cube Trays and Grids 
because that is the way to meet the demand 


directly, dependably, and finally. 


The reason is simple. 


with the famous Alumilite Finish, is the 


best heat-conductor of any commercially 


economical material. 


Alcoa Aluminum, 


Ice Cubes freeze 


will freeze. 


ALCOA) 


IF You SELL 


‘REFRIGERATORS. 


faster in Trays and Grids of Alcoa Aluminum. 

Tray and grid materials that take up more 
space, decrease the weight of ice that can be 
frozen, slow up the freezing time. That increases 


the cost of every trayful of ice your prospect 


When your manufacturer puts Trays and 
Grids of Alcoa Aluminum in his units he is giv- 


ing you the utmost in freezing service. 


ALUMINUM COMPANY OF AMERICA 


1860 GULF BUILDING, PITTSBURGH, PA. 
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asks the customer how much they want to 
pay on their purchase. Nearly always, 
with enjoyment of electrical refrigeration 
seething in their senses they make a 
larger down payment than they would 
have been asked on the sales flogr. The 
average box sold by the firm this year 
has been the 7 cubic foot size and it has 
gone on the 18 months payment plan. The 
La Salle branch of the Illinois Power and 
Light Corporation has only had two 
refrigeration repossessions in six years, 
Mr. Peoplis says, and both were sold 
within thirty days. 

They have made 29 sales this year, of 
which 30 per cent were for cash laid on 
the line. A finance charge of 6 per cent, 
payable 4 per cent per month, is made. 


Public Approval Boosts 
Refrigerator Car 
Activity 


P, up, up go the number of cars of 

fruit and vegetables transported 
under refrigeration—from 495,576 cars 
in 1918, the number had jumped to 
1,085,170 in 1929, an increase of 589,- 
592 carloads, according to W. D. Mc- 
Elhinny of the Frigidaire commercial 
division. Some $1,350,000,000 is being 
spent annually for fruits and vegetables 
served on the table, thanks to the tasty 
way in which they are being delivered, 
he says. 


This Pig Sold 
A Refrigerator 


AX HOEN and Richard Wilkins, 

appliance salesmen for the Valley 
Electrical Supply Company, ran over 4 
pig—and promptly sold its owner an elec- 
tric refrigerator in which to preserve the 
pork. They were driving through the 
countryside near Fresno, Calif., the other 
day, calling upon prospects, when a stray 
pig darted under the wheels of their auto- 
mobile and committed suicide. They 
stopped to apologize to the farmer who 
owned the animal, but fortunately he had 
seen the accident and promptly exoner- 
ated them from all blame. 

“The only trouble is,” he went on, 
“that now I’ll have to sell this pork to 
the butcher at four cents a pound and 
buy it back piecemeal for twenty cents 4 
pound.” 

Mr. Hoen had an idea. “Why not buy 
an electric refrigerator,” he suggested (o 
the farmer, “in which to keep your meat ¢ 
In that way when you slaughtered «0 
animal you could keep it just as well 4s 
the butcher and be certain that the meat 
would be fresh and wholesome whene 
you want to use it. You could rea‘ 
pay for the refrigerator with the m« 
it would save you.” 

The farmer signed the contract. 


Poster Backgroun( 


NSTEAD of the usual twisted tis 

paper, a 24 sheet Kelvinator birth 
poster was slapped on the store wall 
the Tri-City Hardware Company, 
Salle, Ill. The chocolate brown of 
poster made an excellent background 
the Kelvinators. When the canopy 
torn down, the poster will be easy to 
move from the walls without damage, ! 
estimated. 
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deals still are being closed from that 


prospect list picked up in the campaign 
more than a year ago. Last year the 

company sold 65 refrigerators. They ex- 

pect to sell 150 this year, if they can get 
deliveries. Like many other dealers they 


were handicapped in May through in- 
ability to get deliveries fast enough to 
fill orders or keep their floor stocks 
filled. 

Only one-half of Lorain’s population 
ot 45,000 are refrigerator prospects, Mr. 
Kishman estimates, because Lorain is a 
working man’s town. None of _ its 
working class are wealthy but when they 
have money they spend it, he reports. 
Elyria, adjacent to Lorain, has more 
wealth, but its population is largely com- 
posed of retired families whose fortunes 
. were accumulated years ago and who are 
Just inside the door, at Ashland Hard- now living quietly in the Lake Erie re- 
ware Co., Ashland, O.—the best loca- sort section. 

tion on the floor for refrigerators. Mr. Kishman believes in going the 
limit in providing service to his cus- 


tomers. He wants them satisfied. And FAIR EXCHANGE 


hardly a day passes that his com y 
Just Imside docs not get at least four names as pros- stom tat 
n The Door sects Irom people to whom he has sol fornia, has been selling refrigerators. He has sold one each to the . 
. a refrigerator. He has beén selling re- following business men with whom he has been trading: his grocer, 

che were on frigeration in Lorain for three years his gasoline and service station man, his insurance man, his bread 
d Ot \TION within a store—especially with a regular outside sales staff as man, his doctor, his lawyer, his butcher, his transfer man, his drug- 
. one which sells hundreds of other ae “ . gist and his mail carrier. Not long ago he fell in love—whereupon 

men. In addition to refrigeration the ; ; 

r items—is highly important if one product auie sill eoiadiliatie “ he sold an electric refrigerator to the jeweler from whom he bought 
S is to be given preferred space. When the pany sells washers and ironers. the engagement ring, and then sold the idea to the girl. 
: customer enters the door the first thing 
i which catches his eye is the first thing 
which attracts him. 
i Ashland Hardware Company, Ashland, 


Ohio, added a line of refrigerators to 
F their hardware items in April of this year 
| and in looking around for the best loca- Wh t - h t h Id k 
’ tion to sell the boxes determined on floor al ever mere an Ss ou now 
space adjacent to their front door. H. E. 
3rubaker, one of the partners in the firm, 
is a believer in store traffic and knows 
the most traveled spots in his store. An 
7 attractive display, designed to catch the 
eye the moment one enters the door, 
means that refrigerators will have an 
added chance to be seen and sold, he says. 
The hardware company added a line of ils 
f refrigerators this spring because, as Mr. 
d Brubaker expressed it, they “might just as 
0 


well sell them as somebody else. We 
figure to make a little money, too.” And 
so prospects coming to the store for hard- 
: ware items or paint are asked if they are a 
1 in the market for electric refrigerators. ' 
Supplementing the floor display the com- 
pany has assigned one man as outside 


salesman to cover Ashland, which has a PUNCH 
j population of around 12,000. 
The company handles refrigerators 
(Stewart-Warner); washers (Dexter, 
Speed Queen) and sweepers (Premier). 
In.the latter case the store serves as a 
base for operations of the field force of 
r Premier sweeper salesmen. W. O. Stoufer 
and Mr. Brubaker are partners in the 
firm, which is the largest hardware store 


When an advertisement reaches 

Over 5,000,000 families 

20,000,000 people 

1 out of every 5 families in the nation 
Twice as many people 

Twice as many customers 

As in any other magazine in the world 


i And reaches those people 

y In the world’s most interesting magazine 

a (We refer, of course, to The American é 
C- Weekly) 
ie That advertisement has punch 
ie That advertisement sells goods 
er Low Pressure And it will pay you to feature 
y The product that advertisement sells. ; 
Canvassing 
re at 
year the Carl L. Kishman com- 
d pany, Lorain, Ohio, contacted nearly 


moe Fe The American Weekly—what it is 


ployed who went from house to house, in- 


to @ The American Weekly is the largest magazine in the world. It is distributed 
company, talking refrigeration to the = 
: housewives and diettibatiog ian Ghia through 17 great Hearst Sunday Newspapers. In 597 of America’s 995 towns and 
ture - cities of 10,000 population and over, The American Weekly concentrates 67% of its 
" Little effort was made to really sell . lati 
anything. The field men were only to in- 
- lorm housewives that there was a com- In each of 134 cities, it reaches one out of every two families 
- pany in Lorain which handled refrigera- In 125 more cities, 40 to 50% of the families 
: tors (Norge) and which would be glad In an additional 165 cities, 30 to 40% 
it to have them drop in and see the boxes 7 otet 
at thelr steve. In another 173 cities, 20 to 30% 


... and, in addition, more than 1,885,000 families in thousands of other commu- 
her anyway, asking her how she liked nities, large and small, regularly buy and read The American Weekly. 

the model she had, and if she had any 
‘ends who were thinking of buying one. 
rhe men talked to the housewives even 


d i the refrigerators they owned were of a 
diterent brand than they were selling 
" hey wanted to make contacts. 


a housewife showed interest the men Greatest 
Wcit more into detail regarding the 
res of the Norge, and that night they 
turned in a list of those who had dis- 


Circulation 
in the World 


Pis\ed curiosity regarding the machines. 

ter, when the campaign was over, “The ona Loc uence’ 

men who had the ability to create wats whee 
“@. s called back on those who had shown Main Office: 959 Eighth Avenue, New York City : 
s interest. Mr. Kishman reports that 
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How can you do a job without a SPINNER Washer? 


There's but one SPINNER . ... ABC makes it. The complete 
home laundry unit that WASHES, RINSES, BLUES and 
DAMP DRIES. - It has advantages and exclusive features your 
competitor can’t talk away. 


How cart-you do a job without a Wringer-type 
Washer fortified with features that enable you to 
sell over the $100. mark ? 


ABC Fingertip Control, Model 66 is the only answer. There’s 
no other like it! No other washer has so many worth-while 
safety and convenience features. Every woman who sees it 
operate wants to own one. It is the most pre-eminent and 
attention-attracting washer in existence. And—it sells in the 
price bracket that means real profits for you. 


How can you hope to do a profitable lroner busi- 


ness without a DeLuxe Table lroner? 


The new ABC DeLuxe Ironer ZA embodies every important 
feature of a good Ironer, plus added advantages that make the 
ABC the Ironer housewives have been looking for. Not only 
an attractive and salable Ironer but a beautiful piece of kitchen 
furniture as well. No Ironer operates so easily, so efficiently 
—no other has so many reasons to appeal to buyers. 


How can you expect to build a successful business 


with repair costs and service calls? 


Authentic records prove that thru the years repair and upkeep 
costs on ABC Washers average less than 20c. per year. That's 
why ABC dealers keep the profits they make, they don’t have 


to expend them on service. 


How can you show any actual profit on low unit sales? 


There’s not a chance in the world to make profits on the low 
priced units. You're not trading dollars but actually losing 
money. Contrast this with a letter received from a Detroit 
ABC dealer who says: “We have sold more than 200 ABCs in 
the short time we have been in business and our average unit 
sale is $101.32.” 


ABC dealers are going ahead and are doing more business because 
they've got something to sell that their competitors can’t touch— 
and—their unit sale averages are ‘way up to where they are making 
real money. 

ABC offers you the most salable line in the industry—7 different 
and unique washers and ironers making it possible to sell the 
quality buyer, right down to the “price” buyer. There’s no other 
line in the country that offers you the quick turnover and extra- 
profit opportunity that ABC offers. You'll be convinced of that 
when you see the line—tell us when and where. 


ALTORFER BROS. COMPANY 


(Est. 1909) 


Peoria, Illinois 


ABC SPINNER 
Model 75 


The aristocrat of all centrifugal 
Dryer-type Washers 


= 


The 


ABC DELUXE 
Model 66 


The Washer a million housew ves 
have acclaimed 


ABC DELUXE IRONER 
Model ZA 
The last word in modern home 


conveniences. 
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GALLOWAY 


N old, old selling principle that 
A seems never to have quite caught 
hold is that the success of an 
appliance salesman depends upon how 
skilfully he uses the user. 

What else can I think when an analysis 
of 384 reports from salesmen before me 
shows clearly that 72 per cent are almost 
completely ignoring the after-sale values 
that can be garnered from every satisfied 
owner. Few show that they are selling in 
a manner to provoke such help. Although 
many of them call back, none have a 
planned method to inspire all the sales 
support they might derive from users. 

Only 12 per cent attempt to gain owner 
testimonials in an organized fashion; 22 
per cent do use owners for sales reference 
in a hit-and-miss manner; 52 per cent 
attempt to get leads from owners, a per- 
centage which is small enough in itself 
but the sad fact is that those who do, do 
not sell in a way that assures maximum 
help of this kind. 

No matter how or where you probe 
into this important consideration, you get 
the same result. Among the many sales- 
men | have met throughout the country 
this year, I have so far picked out 104 
sales leaders for questioning on this sub- 
ject. Imagine my surprise to find that 
82 of these do not make it a practice to 
carry regularly a complete owner list, 
with addresses and telephone numbers to 
whom they might quickly refer a prospect. 
! was further dumbfounded to learn that 
78 do not carry testimonial letters of local 
owners with them as proof-exhibits, even 
though a Ross Federal Research in 86 
cities has clearly proved this to be the 
Most authoritative type of evidence, pass- 
ing in persuasiveness all other forms of 
test, endorsement and reference. 

_There is a new crop of sales psycholo- 
Sists flitting across the land with a mess 
ot academic theory and complicated train- 
ing systems which everyone seems to go 
for in a big way because they have never 
been heard of before and, I think, because 
they arouse an inferiority complex in all 
of vs. Yet, all the while, these old funda- 
Mentals are ignored—maybe because they 
are old. Wouldn’t it be a good plan to 
put ‘hese old principles into thorough use 
before getting tangled up with a lot of 


by Gerald E. Stedman 


The Cramer-Krasselt Co., Milwaukee, Wis. 


new fangled ways to judge prospects as 
to whether their faces were round, square 
or oblong? Or as to whether your 
presentation avoids the fallacy of undis- 
tributed middle? Or as to whether you 
were using the latest wrinkle in thought 
transference ? 

We don’t need new selling hypnotism. 
We do need a new understanding of how 
to use the old principles. And one of the 
things we need to know most is how to 
use the user. I'm not going to tell you 
anything new. I’m trying to get you 
steamed up to a new use of something so 
old you have probably forgotten it. Shal- 
low selling will not help you. You must 
change your viewpoint, your method, 
your style of presentation and your argu- 
ment if you expect to win greatest sales 
support from the new owners you sell. 

The three great errors which salesmen 
most often make who throw away the rich 
supplementary values of using the user 
are: 

(1) Their attention is focused on sell- 
ing a product rather than upon 
selling ultimate satisfaction. 

(2) Their interest is upon making a 
sale rather than upon making a 
customer. 

(3) Their ambition is content with ad- 


ditional returns when they should 
aim for multiple earnings. 

In selling ultimate satisfaction, your 
sales work does not stop when the pros- 
pect signs the dotted line and becomes a 
user. You should sell a complete under- 
standing of use values so that the owner 
can gain maximum benefits from product 
use. You should sell its plus values, so 
that the owner will realize she possesses 
something differently superior than other 
products of its kind; thus inspiring her 
to talk more frequently and fervently of 
its use advantages. You should justify 
the purchase so that she will realize that 
it is being financed from the savings it 
creates—savings which you have trained 
her to notice every day. You should give 
her as much of this information as is 
necessary to get the original order and, 
thereafter, you should call back to give 
her as much more information as is neces- 
sary to her complete understanding, en- 
joyment and satisfaction of the product. 
Then you have built up customer good- 
will for the product, your dealer and 
yourself that will flower out into the 
many forms of selling help mentioned 
later. And then only. 

Seldom does an appliance salesman 
work entirely on his own. He usually 


A New Talk on an Old Subject 
USING the USER 
The Eighth of a Series of Articles 
to Help the Salesman Sell More 
Efficiently in 1934 
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Your SATISFIED 
CUSTOMER IS... 


sells for a dealer handling many items. In 
approaching a prospect, he should think 
beyond the immediate sale and keep ever 
in mind the aim to turn that prospect 
into a customer for every department, 
every item she may eventually need from 
that store. 

Satisfied customers always come back. 
They buy all manner of other things from 
the store with which they have had happy 
dealings. Sometime in the next few years 
their radio, washing machine, vacuum 
cleaner or refrigerator will need replace- 
ment. Sometime, they will decide to use 
automatic oil heat, air conditioning and 
many new home comforts. You are not 
selling them just one thing. You are 
creating the chance to sell all sometime. 
Think of making a perpetual customer, 
not just an immediate sale. 

From this angle, I like the statements 
of two men with whom I recently talked. 
One, a department store executive, said, 
“We train our salesmen to realize that 
they are selling 79 departments, not just 
one, when they approach a prospect.” The 
other, a fire-eating outside salesman, as 
he checked in the previous day’s results 
at a morning sales meeting, said “Well, 
I laid the basis for 24 sure sales in the 
next three months, yesterday.” “How did 
you do that?” I asked. “Well I made 
three new customers and my records show 
that each will help me make that many 
new sales before then.” 

The pertinent fact, in selling ultimate 
satisfaction to a new customer, rather 
than in just making a sale, is that you 
gain multiple rather than arithmetic re- 
turns. You set up selling forces around 
you that accomplish much more than you 
could, depending on yourself alone. These 
expand until their orbit of influence 
represents an effect in a day that would 
take you, alone, a month to accomplish. 

When you produce a satisfied customer, 
you enlist a salesman—and that is the real 
strategy behind using the user. Weak 
salesmen attempt to gain multiple earn- 
ings by enlisting the help of relatives and 
friends. Such support is seldom resultful 
because it places the prospect considera- 
tion on the basis of a favor. Successful 

(Please turn to page 42) 
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Take Care of CRreEprts... 
Then Get New Business 


Q: \LL the lessons learned in the 
J strenuous years of 1930-33, Howard 
P. Corsa, proprietor of the Good House 
keeping Shop, 223 Huron Street, Toledo 
QO., lists two as vitally important. Mr 
Corsa learned those lessons at bitter ex 
pense; his company came dangerously 
lose to the rocks 

Hard times and unemployment in 
Toledo, during the past few years, with 
he resultant decrease in sales and in 
rease in collection and repossession ex 
gense, coming as they did following a 
period of large volumes in sales, pre- 
sented problems Delayed re- 
trenchment—waiting for the historic cor- 
ner to be turned—and then the failure of 
80 per cent of Toledo’s banking power, 
with 60,000 persons on relief rolls, did 


serious 


not add to anybody’s peace of mind. 

Over all other lessons an electrical 
dealer should have learned in the past few 
years Mr. Corsa lists that of credit. 
“Have it passed upon by some disin- 
terested person or else make adequate 
provisions for trouble,” he said. “Credit 
is the most important thing in business. 
It has broken more dealers than anything 
else.” 

Second, he insists on the necessity for a 
thorough set of books, for an accurate ac- 
counting of every penny spent and re- 
ceived. “If you are losing money, you can 
stop it when you know where the leak is,” 
he said. “If the figures turn red you had 
Xetter do something. The insidious thing 
about credit business is that you may 
think you are making money when you 


aren't. It pays to have a good auditor 
come in monthly.” 

Only after credit and accounting have 
been taken care of should you go after 
all the business you can get, Mr. Corsa 
said. 

The Good Housekeeping Shop, estab- 
lished in 1926, boomed through the years 
just as other businesses did. Before the 
break came it was selling from 18 to 20 
carloads of washing machines a year. 
And then sales slumped from $128,000 
annually to $55,000. Mr. Corsa found 
himself owing a lot of money. Rather 
than throw up the sponge and quit, the 
sat down quietly and planned a complete 
retrenchment program. 

Provision was made to liquidate in- 
debtedness by paying 10 per cent addi- 
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telephone book 


increase sales on the advertised brands you carry. 
National advertising makes prospects want those 
brands. The classified telephone book converts that 
demand into actual sales for you—by directing pros- 
pects to your store. 

Consumers look for the manufacturer’s brand name 
in the classified telephone book. Below the brand name 
they find your name, listed as an authorized outlet. 

See that your store is listed under your manufac- 
turers’ brand names. It will bring you new customers 

yet will cost only a few cents a day. 

Ask your distributor or manufacturer for 
full information; or get in touch with your 
local telephone company. 
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Howard P. Corsa, proprietor, To- 


ledo Good Housekeeping 
looks over his books. 


tional on new merchandise purchased 

The store did away with all commission 
sales and placed three salesmen on 
salaries. The men appreciate the fact the 
company kept them all through the de- 
pression and have given every possible 
cooperation to the store, Mr. Corsa said 

“Because they are paid a salary they 
aren't driven to making a sale on Satur- 
day night just to pay their rent. Conse- 
quently, we have few bad sales, and we 
have ample time to check on credits. Our 
sales expense is cheaper on a salary basis 
than on a commission basis. It never run. 
over six per cent of our gross now, and 
on good months runs three per cent. That 
is a result you could not obtain with a lo: 
of commission men fighting for busines. 
competing against each other. 

“In spite of the fact that the expense ot 
the store is less, the individual salesme: 
are better off than they would be if they 
were in a large organization on a strictl) 
commission basis. 

“In March, this year, our sales ex 
pense ran 4.4 per cent. If we had been 
paying commissions the expense would 
have been at least 10 per cent, and wit! 
a larger number of salesmen there woul 
still have been that Saturday night griet 
when one or two salesmen show up who 
have not made a sale during the week 

“We don’t take chances on sales any 
more. We don’t take poor accounts, be 
cause we check credit closely. On all a 
counts we set up a 10 per cent reserv 
and in addition if it is a particularly shaky 
account we set up a gross margin which 
may run as high as 90 per cent. In that 
way we never have our head in a noose 

“We don’t spend book profits like we 
used to do. If we get a couple thousand 
dollars on our books now we don’t start 
an advertising splurge. You know how 
it used to be—a little money and you'd 
dump it into a campaign, and then most 
of the washers would come back on you 
Our reserve runs around 25 per cent 01 
all accounts. That is high, I know, but 
we figure it is better that way than to 
spend it, when it is only a figure in a 
book. 

“We used to have a delivery depart- 
ment, with a big truck, and on Monday 
mornings we made as many as 25 home 
demonstrations. Our delivery costs ra! 
$400 a month, but we overlooked 
We've sold that truck now, and have 
hired a combination service man an 
livery man on a piecework basis. He gets 
75 cents for each delivery he makes «ni 
the same on each “free” service call. \\ 
turn over customer “C.O.D.” service ca! 
to him. He functions as a department a 
his own, with the store merely proviiing 
him work space. He even pays us a s1iall 
fee for handling his office overhead. | 
other words, our service and deliver) 
partments are now less worry and 
expense. 

“No one who sells anything or | 
terested in selling anything is qua! 
to pass on credits. I admit I’m not « 
fied to pass on the credit standing « 
customers and I would have been ! 
off years ago if I admitted it the: 
sometimes disagree with the report 
get on credits, but it is far better to 
a disinterested person examining c: 
than to do it yourself. In cases wh ! 
disagree we set up a stiff reserve to 
tect that account. You may win 
slow-paying account, and if you he 
reserve you can’t lose much. 

“Formerly we maintained a coll 
staff of two girls and an outside 
Office salaries ran $110 a month fo 
two girls and the collection man go! 
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lloward P. Corsa, Toledo Good Housekeeping, found bedrock when he 
had to retrench. 


1 k. If we had employed a tinance 
mpany, as we do now, we would have 
saved that money. 

Dealers do not realize the services 
finance companies can give them. If you 
have a good credit check you won't need 
to bother much with collections. I feel 
it is better not to accept an account which 
won't pay out than to take it merely for 
the sake of writing business into our 

With a finance company, an accurate 
heck is kept on a company’s books. If 
payments have been made at the store, 
ind record of it does not go to the finance 
company, we hear about it next day, in- 
stead of weeks or months later. 

“Finance companies never ‘get tough’ 
unless an account is bad. They make 
friends for a store, instead of enemies, if 
lealers would only realize that. When we 
write up a contract we ask the day in the 
month the customer wants to pay toward 
his account. For each account a separate 
card is set up. On the day that card 
comes up at the finance company (and a 
payment has not been made) auto- 
matically a past due notice goes out. We 
make it very plain to our customers that 
they will get a past due notice if they 
iail to pay. That cuts down the disagree- 
able features sometimes encountered with 
finance collections.” 

Minor items in ways to save money 
have not been overlooked by the com- 
pany. Windows are now trimmed by the 
store, instead of employing outside aid. 
lhe salesmen do their own cleaning and 
dusting. Display newspaper advertising 
has been cut down and the classified 
‘olumns substituted. The store is no 
longer open nights, its downtown location 
making that possible. Outside canvassing 
is not done haphazardly any more, but on 
1 planned basis. 

The store handles washers (ABC, 
and Maytag); refrigerators (Kel- 
vinator); and ironers (ABC and Con- 
lon). Mr. Corsa is distributor for ABC 
washers and ironers in northwest Ohio. 
His expenses as a distributor have also 
heen cut. Instead of having several 
wholesale men traveling over the terri- 
tory he has worked out a plan of having 
one man cover four counties, with a cen- 
tral warehouse. This cuts down traveling 
delivery costs, and freight. 

Trade-ins can prove an embarrassing 
source for losing money. Some lee-way is 
allowed by the Good Housekeeping Shop 
but the salesmen know how much the 
merchandise costs and how far they can 
go in making allowances. Mr. Corsa said 
losses on trade-ins last year amounted to 


less than one per cent of gross sales. 


Increasing Business 
in Small Appliances 


B \RKER BROS. of Los Angeles, of 
which V. T. Pender is manager of 
the stove and electric appliance depart- 
ment, has had excellent success with a 
Houcewares Fair, staged at the begin- 
tiny of summer, as a promoter of small 
appance sales. They have found that 
by odvertising special values in house- 
wares and electrical merchandise in the 
new vapers and over the radio, and then 
by curther dramatizing the sales of these 
‘ten’ through as many as twenty demon- 
‘tra‘ors on their floor, they have been 
able to lift small-appliances out of the 
sun. cer rut. 

Dering their recent Housewares Fair, 
the “fth similar annual event, they used 


to good advantage a coffee maker demon- 
stration, serving coffee; an_ electric 
sandwich toaster demonstration, serving 
toasted cheese sandwiches; and electric 
waffle iron demonstration, serving crisp 
hot waffles; and many other interesting 
appeals to the buying public. The demon- 
strations were arranged in a group di- 
rectly in front of the elevators, and this 


The boys who stuck throughout the depression. Sales force of Toledo 
Good Housekeeping Shop. 


area was gayly decorated with banners, 
creating a carnival atmosphere. These 
fairs are definite sales events, however, 
not merely exhibitions, and have demon- 
strated their usefulness by developing a 
very satisfactory volume of summer busi- 
ness in the appliances demonstrated, as 
well as in the general business of the 
department. 


World’s Fair Lighting 
Doubled 


AS increase of 50 per cent on consump- 
tion of electricity is reported by the 
Commonwealth Edison Company for the 
Century of Progress, Chicago. Electrical 
illumination totals 30,000,000,000 candle- 


power. 
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Now, in addition to the many time-tested and 
exclusive features of Hamilton Beach food 
mixers—including one-hand portable operation; bowl 
control; tilt-back motor; one-piece, guarded beaters; 
patented speed control—the new Model “C” has *57% 
more power than any previous model . . . no radio 
interference . . . and new distinctive streamline beauty. 
Each of these major improvements gives you another 
strong selling feature. They make the new Model “C” 
food mixer an outstanding value for consumers—and 
the easiest and most profitable to sell. 


The same attachments—juice extractor, meat grinder, 
slicer-shredder, coffee grinder and potato peeler—that 
were sold with the Model “B” fit the new Model “C.” 
There has been no increase in the price of the new 
Model “C’’"—it retails for $18.75 (western price $19.75). 


HAIDILTON BEACH 
move. Cc 


4 
INCREASE 


In PRICE 
18.28 


WESTERN PRICE 


$1975 


It carries the same liberal discounts as previous models— 
no “short changing” the trade. 


EFFECTIVE RESALE HELPS 


This fall more than 6,000,000 sales messages, in leading magazines 
reaching the home market, will tell the story of thenew Model “C.’ 
Hundreds of thousands of women from every state in the Union 
are receiving a demonstration at our exhibit at the 1934 Century 
of Progress. All are referred to dealers. We take no orders. 
Attractive window displays, envelope stuffers, newspaper adver- 
tisements and other effective resale helps are available to dealers. 
Send us your requirements. 


100%, WHOLESALER-RETAILER POLICY 


The new Model “C” is distributed on our 100% wholesaler- 
retailer policy. We are for price maintenance—every dealer is 
entitled to his full margin on every sale. This clean-cut policy 
protects your profit. 


ORDER FROM YOUR WHOLESALER. 


HAMILTON BEACH MANUFACTURING CO., Racine, Wis. 
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Spokane Air 
Conditioning 
Show 


By H. C. Bender 
Washington Water Power Co 
YPOKANE'S second air conditioning 
7 show closed after a week of excep 
tional success. The week of July 24 to 
28 turned out to be the hottest July week 


on record Spokane, so the show room 
was a very popular place to come to 
ol off. For once we had the weather 
in assisting us to put on an air con 
tioning show. The temperature out ot 
loors reached 109 degrees ( Weather 


Bureau record 106 degrees.) With all 
ooling equipment operating, we were 
able to maintain a good differential, run- 
ning up to as much as 20 degrees. In our 
ulvertising and over the radio, we asked 
our audience to “come in and cool off.” 


made, but it was easily double that of 
Spokane’'s first air 
given in 1932. 


The floor of the air-conditioning auditorium 


No accurate count of attendance was check on the attendance from the daily 
door prize slips. These slips were given 
to everybody entering and about half of 


them turned in for the door prizes indi- 


conditioning show 
However, we do have a 


AUTOMATIC HEAT 


4-POINT SUPREMACY 


Whiting economies are not obtainable 
in any other stoker. Only Whiting 
has the Dual Draft Burner, the 
Smoke-Eliminator, the Five Speed 
Drive, and the Masterstat Control, 
without all four of which no stoker 
can hope to appeal to the average 
pocketbook. Designed for the mass, 
as well as the class market, the 
Whiting Stoker is now able to realize 
on the awakening public demand. 


Your 


Next Great Market 


NOW PRICED 
FOR THE 
AVERAGE 

HOME 


With the advent of the new Whiting Stoker, the stoker market 
is rapidly changing from a class to a mass market. That’s why 
sales of the stoker industry were at their highest point in the 
generally poor year of 1933—and why sales this year are more 
than half again as great. 

Automatic Heat is no longer the exclusive property of the 
well-to-do. The average, middle-class American family can 
now afford a Whiting Stoker quite as well as it can afford 
electrical refrigeration. In fact, it can no longer afford to be 
without a Whiting Stoker from the standpoint of economy— 
leaving the conveniences of automatic firing entirely out of 
the question. 

What will this great new mass market mean to dealers and 
distributors of electrical refrigerators and other domestic ap- 
pliances? If you are not in the stoker business—with its best 
selling season in the slowest refrigerator months—its possibili- 
ties deserve your most serious and prompt consideration. If 
you do sell stokers, has your stoker, and the factory behind it, 
the qualities and economies capable of capturing this great 
new market? If not, you too should lose no time in investigat- 
ing the new and complete Whiting line. 

Address Underfeed Stoker Division, WHITING CORP., 
15651 Lathrop Ave., Harvey (a Chicago Suburb), Illinois. With 
practically every home a prospect, here is your next great 


UNDERFEED STOKER 


|. DUAL DRAFT BURNER. 
2. “SMOKE-ELIMINATOR’. 
3. FIVE SPEED DRIVE. 
4. “MASTERSTAT” CONTROL. 


MANUFACTORED & SOLD BY 


WHITING CORP. Hervey, 
BUILDERS OF 
CRANTS. FOUNDRY EQUIP 


POWEL® STORES: 
ARD SPPTIAL MACHINERY 


cating from 500 to 800 a day. This 
those manning the booths about all he, 
wanted to do to show everybody their 
products. In proportion to the popula- 
tion of this community, the exhib:tors 
felt this was a very creditable show ing 

About 500 invitations were sent out 
for a pre-view of the show. These jnyj 
tations went to architects, doctors. 
lawyers, business men, and other clicnts 
of the distributors. This pre-view was 
held from 7 to 9 P. M. on Monday and 
admittance was limited to holders of in 
vitations. This fete was quite successful 
and will be repeated. The show opened 
officially Tuesday noon and_ remained 
open each day from noon to 10 P. M 

All exhibitors expressed themselves as 
entirely satisfied with the show. Various 
remarks were made by exhibitors which 
tend to bear out this satisfaction. One 
exhibitor said he had a pocket full of 
prospects and was ordering a car-load of 
furnaces and domestic air conditioning 
equipment so that he could fill the orders 
Another was having such success he 
wanted the show to continue another 
week. Another was satisfied that the 
show would stimulate automatic heat in 
terest and give an impetus to these sales 
this fall. Another had orders for 6 
stokers and expected to sell many more 
as a result of the show. 


Run By Bureau 


The show was put on by the Spokan 
Bureau of Air Conditioning with Mr. 
D. H. Knapp, Secretary of Great West- 
ern Fuel Company, General Chairman, 
with Mr. Bender of The Washington 
Water Power Company acting as Sec- 
retary-Manager. After the show pre 
liminaries were well along the following 
committees were appointed: Housing, 
Mr. F. E. Finney, Chairman; Rules, Mr. 
George Johnson, Chairman; Show, Mr. 
L. K. Vallandingham, Chairman; Public- 
ity, Mr. Raymond Kelley, Chairman. 

Door prizes were given each day. 
Blank slips of paper were handed those 
who would take them with the request 
that their names and addresses be placed 
on the slips. Drawings were held at 9 
P. M. each evening. Winners were not 
expected to be present except on the last 
drawing, on Saturday night; however, 
winners were requested to come into the 
show to determine whether their names 
were posted and collect the prizes. Rules 
were posted governing the operation ot 
the drawing. It was felt that this door 
prize might stimulate the gambling in- 
stinct of the women enough to get them 
to come in. Results seemed to verify this 
assumption for the women predominated 
the attendance and in the evenings they 
brought their men folk. The only 
medium through which this door prize fea- 
ture was advertised was in a “Daily 
Shopper” paper which is distributed by 
carrier free each week at every home in 
the city. 


Show Kept Solvent 


The show was kept solvent at all times. 
All booths were paid for in advance of 
the show and donations solicited from 
the oil companies, electrical dealers, and 
jobbers and air conditioning dealers and 
jobbers. The cost of the booths to ex 
hibitors was $45.00 and contributions 
with three small booths costing $25.')) 
The contributions ranged from a few (ol- 
lars to fifty dollars. In addition, there 
were decoration expenses which cost ‘li¢ 
exhibitors $10.00 and the expense of «et- 
ting the equipment in and out and mn- 
ning the booths. Water, drainage 1d 
electrical service was furnished 
booth. We started the show with a s all 
balance from the previous show and | ve 
a smaller balance to carry over to ‘lie 
next show. Outside of a few incide tal 
expenses, all money collected was nt 
in advertising. The building and ele 
cal current was donated, flood lig! ng 
and some radio time and telep ne 
service. 

During each day, short radio + ‘ks 
were given by Mr. Bender on the ! 
fits of air conditioning. These pe: ls 
were donated by K. H. Q. and K. © 4. 
All other advertising was well har ¢¢ 
by a local advertising agency. 
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Better Light - Better Sight 
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BUSINESS 


What 


Lighting, especially in the domestic field, is the most important and most profitable 
part of the utility business. Of the total domestic revenue, approximately 50 per 
cent is returned by lighting, although this represents but 40 per cent of the total 
energy load. Utilities are back of this Better Light-Better Sight movement and are 
giving it widespread, constant and intelligent support. They realize that the benefit 
to them comes from the activities of all other elements of the trade. And they are 
basing their promotion, therefore, on the conception that increasing the general mar- 
ket is their primary function. The great margin for development for use of light 
in the home is shown in a market analysis, in the following pages, which indicates 
that there has been too little increase in the average home in the past ten years. 
With the advent of the science of seeing and its demonstration of the vital necessity 
for more light for eye health, utilities have the material for a sustained and wholly 
beneficial educational campaign. 


. DEPARTMENT 
The department store, chief merchant of portable and decorative lighting can play , * aa 
an important part in the Better Light-Better Sight campaign. The new study and ™ STORE : 

floor lamps built from the Illuminating Engineering Society specifications are even 
now proving a revelation in eye comfort and good illumination to the buying public. 
Many department stores are setting aside specially constructed rooms to demonstrate 
lamps built to lighting specifications and with the new sight-light meter the sales 
person has a convincing instrument with which to sell the customer better, higher 
priced, more efficient and more profitable merchandise. The department stores as 
well as the power companies will find much important information in the survey 
of comparative lighting conditions in 1924 and 1934. The living room, most im- 
portant room in the house, is today lit almost entirely by table and floor lamps. 
Greater wattage, shades with white linings, proper height of the lamp base—all 
these factors are being impressed upon the public's mind. Every day more people 
are realizing that their present living room lighting is obsolete. In the moderniza- 
tion of present lighting equipment as well as the growing demand for new additional 
lighting lies a vast market opportunity for the department store lamp department. 


The dealer, logical point of contact with the lamp bulb buyer has, in the Better 
Light-Better Sight campaign, an opportunity for greatly increasing the sales of 
this profitable staple. The educational campaigns of the utilities, the lamp adver- 
tising of utilities, department stores and other merchants, will tend to increase the 
number of people replacing lower wattage with higher wattage bulbs in their present 
equipment. Good store and window display is only one part of the dealer’s oppor- 
tunity. There are many small businesses in every dealer’s neighborhood—garages, 
small theatres, stores of all kinds, restaurants who use up to $50 a year in lamps. 
These $50 customers are not hard to find ; consume no great amount of the boss’s time 
when he calls on them; and they produce a regular, profitable and important backlog 
in the dealer's lamp bulb business. 
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T hese proved sales tools 
sell better light every- 
where and assure profits 


for general use 
THE SIGHT METER 
This fullele Lust: n shows the compactness of the Sight 


Meter and the direct reading dial, clearly marked so anyone 
con understand Rt, 


in the home - 
THE SIGHT LIGHT TESTER 


nient es tool offe: jovaluable means of con- 
the mo keptical housewife er busband that more or 
lighting needed for « rtable seeing in the home. 
kit rries a o ontaine: of SEEING so that the 
n check hie own lighting or seeing conditions 
bir Threugh selfl-edueation the eustomer condemns his 
esent Mmadequate seeing conditions Action on his part, 
og fer eorrec of existing conditions, & the natural 

alt 


in the 
store 
THE SIGHT 


LIGHT 
DEMONSTRATOR 


*, department stotes 


will 
Sight Lieh 
nes rf ualia- 


re ba 


relation to 
lamp fixture sales, 


Write for full information concerning these selling tools 


and how you can use them profitably in promoting “Better- 
Light—Better Sight.” 


THE SIGHT LIGHT CORPORATION 
CHRYSLER BUILDING . . . NEW YORK, N. Y. 


Is the LAMP 
PEDDLER 


Pieking Your Poekets? 


By Frank B. Rae, Jr. 


E IS—and he’s getting away 
with it. 
An interesting thing about the 


pocket-picking industry is that the victim 
seldom knows that he is being robbed and 
often, and inexplicably, resents being told 
about it. He says, “My pockets are lined 
with fish hooks,” and protests that no- 
body is taking anything away from him. 

The present lamp-peddling situation is 
an example. One of our field men was 
instructed to investigate this gyp lamp 
imbroglio. 

The term “gyp lamp,” let me explain 
and define, refers to a lamp of poor qual- 
ity, one which may be ignorantly, care- 
lessly or deliberately misbranded as to 
wattage and/or voltage, one which may 
last ten minutes or ten years and give 
more light or less according to whimsy— 
in short an unreliable product. The man 
who makes it may be a swell fellow, kind 
to his family and all that, he may be 
breaking no law so far as I know ex- 
cept possibly the patent law—and anyone 
who can interpret that has Solomon 
stopped. The reason he is pariah to 
quality lamp manufacturers is that his 
product is built to exactly the same man- 
ufacturing standards as a Greek restau- 
rant “coop o’ cawfee”—nobody knows 
what’s in it, or why, or how it got there. 

Most people think that this gyp lamp 
scrap is a price fight. It isn’t. The so- 
called gyp lamps cost the public practically 
as much, on the average, as the standard- 
ized product—sometimes more, as you 
shall learn in a later paragraph. No, this is 
not a price fight, it is a fight for a sales 
set-up. The set-up the “big fellows” are 
fighting for is the present dealer, jobber, 
utility set-up which is well established, 
responsible and adequate. 

But to get back to our field man who 
went out investigating— 

He called upon some 40 dealers who 
handle standard lamps, and he asked them 
their opinion of the gyp lamp situation. 
Not one of them was even slightly con- 
cerned. “This competition doesn’t amount 
to anything,” they said. “Our sales are 
about the same as usual.” You see, these 
victims didn’t know that their pockets 
were being picked. 

One case in particular was interesting. 
It seems that Mr. Investigator was armed 
with some very exact data on a certain 
gyp lamp distributor, so he selected a 
nearby dealer for interview. The dealer 
was quite indifferent. “How about this 
little independent dealer down the street ?” 
he was asked. “Oh,” replied the mer- 
chant, “he don’t worry me any. He’s 
grubbing out a thin living, I suppose, but 
he’ll soon go bust.” Then the field man 
showed his figures, which proved that 
“the little feller down the street” was 
turning over up to $50,000 a year in 
inferior lamps, selling for cash to ped- 
diers. And some of those peddlers were 
operating like rabbits in a cabbage patch, 
right in that dealer’s neighborhood. 

Other field men were sent out. They 
went in the guise of lamp peddlers hand- 
ling a well-known brand of Mazda lamps. 
The last report I saw covered something 
over 1,000 calls, scattered in a dozen 
neighborhoods in a midwest city. 

The procedure was for the field man to 
enter a small retail store, quickly size up 
the lighting equipment for empty sockets, 
and endeavor to make a sale. He had a 
few simple arguments on quality and the 
economy of using standard lamps, offered 
to give the small merchant more and bet- 
ter light, perhaps save him money on 
his electric bill. The merchant generally 
was interested, permitted the field man to 
go over his meager equipment, which 
averaged in these stores about 15 sockets. 
In 58 per cent of these more than 1,000 
stores, gyp lamps were in circuit. 

“What's this?” the field man would 
exclaim when he found a gyp. “I never 


heard of this brand of lamp before. 
Where did you get it?” 

“Off’n a peddler like you,” the mer- 
chant would reply. 

“What did you pay for it?” 

“T dunno.” 

And there you have the answer to the 
contention that these lamps are sold on 
price. They aren’t. The buyers in most 
of the 1,000 cases investigated did not 
know what they had paid for the strange 
lamps, did not remember that the peddler 
had offered any price inducement. In 
the comparatively few cases where the 
storekeeper had bothered to keep a pur- 
chase record, it was found that some had 
been sold at less than Mazda lamp list, 
some had been sold at list, and a number 
had been sold at higher than list. Among 
the latter sales of which records were in 
evidence were 100-watt lamps at 10 cents 
above Mazda lamp prices and 60-watt 
lamps at 5 cents above. The inescapable 
conclusion after examining these 1,000 
reports is that cut-price is a negligible 
factor in lamp peddling operations. 

Then what is the important factor? 
you will ask. 

Convenience to the customer and sales 
pressure by the peddler. 

It must be recognized that buyers of 
peddled lamps are merchants who have 
one employee or maybe two, boarding 
house keepers, janitors of low-grade apart- 
ments, struggling little work shops and 
loft-building factories, cheap restaur- 
ants, small filling stations. They buy 
lamps from peddlers as a matter of con- 
venience. They know nothing of price, 
quality or the science of seeing. The 
peddler comes in and says, “Want any 
lamps?” and they remember that one 
burned out the day before yesterday and 
maybe they’d better have a replacement. 
They don’t look at brands and they pay 
the asking price. 

From the customer’s standpoint, buy- 
ing from peddlers is not only a conven- 
ience but a habit. It is not generally 
recognized that practically all the mer- 
chandise handled by small stores is bought 
from peddlers—fruits and vegetables, 
meats, baked goods, tobacco, confection- 
ery, practically everything. The whole- 
salers send out trucks, stocked according 
to experience, which cover certain routes. 
These trucks are not loaded with mer- 
chandise that has been ordered, but with 
merchandise which the truck crew ped- 
dies. The lamp peddler fits into this 
established system. He may be selling 
bum lamps, but he is selling in exactly 
the way that the customer is accustomed 
to buying. 

Which lays the proposition rather ab- 
ruptly in the lap of the established lamp 
dealers. These peddlers of inferior lamps 
are doing millions a year business now. 
If they are allowed to run hog wild the) 
may conceivably lap up enough cream to 
make lamp business, as we now know it, 
a skim-milk operation, 

What to do about it? 

Well, it seems to this writer that the 
ancient adage about fighting fire with 
fire should apply in this situation. If the 
unknown and irresponsible peddler 0! 
gyp lamps can make a living, a pedler 
representing a solidly established 
chant should be able to do so. True, the 
gyp peddler has a wider margin to work 
on. But, on the other hand, the pedd'cr 
working for an established merchint 
could act also as a sales scout for ot «tT 
merchandise—lamp socket lighting un''s. 
small commercial refrigeration, wi! \¢ 
renovization, various appliances. 
an operation might not pay any excit-1¢ 
profit, but it would be very sound bv :i- 
ness insurance. 

For a very little competition wo! 
drive the gyp peddler out of busin: -s. 
He thrives now on dealer inactivity. ‘« 
would fold up if-given a fight. 
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A YEAR AGO the lighting industry began to 
unite its efforts in the promotion of better light 
for better sight. In these pages | remarked that 
not until we have the equivalent of sunlight for 
every indoor seeing task will the work of the 
lighting industry be done. “That goal.” I ventured, 


“probably is still some centuries away. 


But the goal has been brought closer in even 
twelve months through the development of the 
new Science of Seeing. Today we know what light 
has to do with eyes and health, we know how 
much light to prescribe, and we can measure 


evactly the right amount for every seeing task. 


BETTER LI 
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“Humanitarian Footcandles”, these new lighting 
prescriptions have been called, for now lighting 
has a definite and mescapable health appeal. But 
for the lighting industry they are “Opportunity 
Footcandles” as well. They present business- 
building potentialities to every element of the 


industry that were hardly dreamed of a year ago. 


I can not feel pessimistic about an industry that 
now, for the first time, is putting sales at the top 
of its program and that has developed in one 
short year a science which makes every room in 


every building in the United States a new and 
bigger market. 
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En the past most retailers have sold lighting fixtures and 
portables largely on a combination of price and appearance. 
And total sales of these units have amounted to more than 
five million a year. 

Now, for the first time, instead of selling merely lamps, 
you're selling light. Instead of selling another piece of mer- 
chandise, you're selling eye comfort and the conservation 
of energy and other human resources. 

These new types of lamps give you that opportunity. They 
will be vigorously pushed in a concerted advertising cam- 
paign this fall. Be sure that you have these lamps in stock... 
with the Study and Reading Lamp shown here asa headliner. 


Feature the approval tag which each Study Lamp carries. 


1. STUDY LAMP... The most popular lamp type on the 
market this fall will be the New Study and Reading Lamp, specially designed 
by the Illuminating Engineering Society to give adequate light for seeing 
purposes. Every one of your customers will want one or more if you tell them 
what it means to their child’s eyes. Sixty families out of every 100 have 
children. And the market for such a lamp is not limited to families with 
children, and to schools, colleges and dormitories. It will provide better see- 
ing for every member of the family. This lamp type is manufactured by several 


lamp makers. Be sure to stock and boost it. 


2. INDIRECT... Indirect and semi-indirect portable lamps are 


leading lines with lamp merchandisers today. Fulfilling the need for a generous 
quantity of illumination throughout the room, these types are made especially 
desirable with the new 3-Light MAZDA lamp. It is estimated that there are 


600,000 immediate prospects for indirect portable lamps. 
3. PENDANT... The pendant or wall portable unit, in either direct 
or indirect models, has proved itself astonishingly acceptable to the lamp family. 


The low price of this unit, its extreme flexibility, and the wealth of its decora- 


I. The new Study and Reading Lamp 
is high enough to spread light over the 
entire desk. .. it gives 30 footcandles 
under the lamp. There is no glare, 
either direct or reflected, and there's 
plenty of upward light for the rest of 
the room. The Study and Reading 
Lamp is made in both desk and floor 
types. When the desk lamp has been 
placed on an average height desk or 
table, its shade will be on the same 
level as that of the floor lamp. Each 
uses a 100-watt MAZDA lamp or a 
150-watt MAZDA Daylight lamp. 


tive possibilities make it appeal to every customer. Estimates show an immedi: 
ate market for 1,000,000 lamps of this type. 


4. SOCKET EXTENSION UNIT... «These wits help 


bring old-fashioned ceiling fixtures up-to-date as far as appearance is concerned. 
and reduce glare from exposed lamp bulbs. The socket extension unit is as eas) 
to install as an incandescent lamp... simply unscrew the present fixture and 
screw in the new unit. There’s an immediate market for about 450,000 o/ 
these units. 


oo. PLANT...A companion unit to those designed primarily for see- 
ing purposes is this portable which provides light for plants indoors. These 
come in both floor and wall units. Some of these lamps can be used both for 
plant-growing and reading. Pictured below is an example of a stand type. 
using two 60-watt MAZDA lamps. It is estimated that there is an immediate 
market for about 150,000 of these lamps. 
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W ith the tremendous barrage of lighting education that is now reaching 
every residential consumer, the merchandiser of portable and incandescent 
lamps can benefit from selling measured, prescribed lighting. 


Today you are confronted with the unprecedented opportunity of selling, not 
just lamps, but lighting. But you should have and use certain essential facts 
if you are to make the most of this opportunity. Study the selling points be- 
low. They are the result of an appreciable amount of both man-power and 
money invested by General Electric to discover at first hand the most practical 
methods of developing lighting markets in key with the new Science of Seeing. 
School your salespeople to use them when they sell lighting. 


ASK ABOUT PURPOSES... When a customer buys a portable lamp 
(or an incandescent lamp) find out how she plans to use it. The Science of 
Seeing prescribes definite uses for portable lamps of different types and for 
incandescent lamps of varying wattages. Sell the idea of lighting instead of 


merely a lighting fixture. 


PRESCRIBE THESE RECIPES...[n general, no lamp for read- 
ing purposes should ever have less than a total of 100 watts. A bridge lamp 
should have from 60 to 100 watts depending on the width, depth and material 
of the shade. Most one-socket lamps need 100 watts to give the prescribed 
15-20 footeandles. A two-socket lamp needs a minimum of two 60's; a three- 
socket lamp requires a minimum of three 40’s. 


TELL THEM THIS ABOUT GEARE... There is no such thing 
as too much light indoors. When 
light seems too bright, it is prob- 
ably the result of glare or too 
great contrast. And the solution 
is simple. Point out to your 
customers that all light sources 
should be adequately shaded so 
that at no time do bare lamps 
“strike them in the eye.”” Since 
many older types of lamps are 
of incorrect design, you have the 
opportunity to replace these with 


5. PLANT 
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Use and sell lamps that bear this mark of quality @ on the end of every lamp bulb. 


the lamps designed in accordance with 
the new Science of Seeing. 


WARN THEM ABOUT CON- 
TRAST... The contrast story is one 
of your best selling arguments. When 
eyes are used for reading or close work 
under a good lamp and there is no light 
throughout the rest of the room, the 
harsh contrast between the brightly 


The Sight Meter is one of the important tools 
in ‘the new Science of Seeing. It has given 
your customers a new conception of lighting; 
area compels the eves to adjust them- oj now regard it as a partner with seeing, 


lighted page and the darker surrounding 


and will appreciate your prescribing meas- 
ured lighting for every seeing task. 


selves constantly. It tires them. By put- 
ting 2 to 5 footcandles throughout the 
room, the contrast between the book and the rest of the room is not nearly so 
great, and we read with more comfort. An Indirect lamp or a floor lamp with 


a wide shade and open top is ideal for obtaining light throughout the room. 


RECOMMEND ENOUGH LIGHT IN ENOUGH PLACES... 
It is important to provide enough light in enough places so that every member 
of the family may read or work in comfort. A couch or divan should have two 
lamps, one at each end, or a floor lamp behind the couch. Sufficient light should 
be easily obtainable wherever one may sit and use his eyes. Thus, we need a 
light for the piano, a light for the desk, and a light for each easy chair. 


EXPLAIN THE IMPORTANCE OF QUALITY... The quality 
and efficiency of the incandescent lamps 
used determines how economically good 
light may be secured. While all lamps 
may look alike, some are so designed 
and constructed that they produce much 
more light for a given amount of cur- 
rent than do lamps of inferior construc- 
tion. Tell your customers that their best 
assurance of lamp quality is to look for 
the trademark BB on MAZDA Lamps 


of General Electric manufacture. 


MAIL COUPON TODAY! 


General Electric Company, Department 166, 
Nela Park, Cleveland, Ohio. 

Gentlemen: 

Please send me information about the new 
Science of Seeing, the way in which the electrical 
industry will combine to promote it this fall, and 
the details about the helps which General Elec- 
tric has made available for me as a merchandiser 
of lamps and lighting: 


Name 
Company 


Address 


GENERAL @ ELECTRIC 


NELA PARK, CLEVELAND 
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....The EYES 


HE eyes and the object are fixed. Both in 

relation can be but slightly modified. 
Light, the third element, can be changed in 
direction, diffusion and intensity. That, in 
essence, is the science of seeing: the eyes must 
have enough light while working or reading 
and the amount of light 
needed will vary with the 
object and the task. Further- 
more, for eye health rooms 
should have general illumi- 
nation in addition to the 
higher intensities of good 
reading and working lamps. 


Good Lighting generally aids defective 


One fe 


vision. 


The OBJECT 


even more than norma ° 
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One fourth of our young people suffer from defective 
vision. This child should have 20 foot candles. 


Sewing is much harder on the eyes than reading—more light 


is necessary. 100 foot candles or more are needed here. 


Close study or work needs 20 to 50 foot candles. 
The worker quickly tires with inadequate light. 


0 
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Reading a newspaper in comfort calls for three times as much light as reading 
a well printed book. Atleast 10 to 20 foot candles are necessary. 


Photographic Illustrations 
by LAZARNICK 


® It is a fallacy that the eyes are rested by 
turning from a bright object to darkness. 


® This involves muscular readjustment that 
induces nervous and muscular fatigue de- 
feating the purpose of the higher intensity 
light on the task. 


® Correct lighting therefore provides ade- 
quate diffused light throughout the rooms 
just as nature provides general diffused 
light outdoors. 


® Elimination of harsh contrast will call 
for at least twice the light and twice the 
lighting equipment in most homes, 
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Westinghouse MAZDA 
LAMPS 


Jumbo blow-ups of this dramatic Saturday 


Evening Post advertisement are available for 


your windows. 


Remarkable 


New Book on 


BETTER LIGHT 
BETTER SIGHT 


Here’s one of the most interesting books ever 
published on Better Light... Better Sight... 
written by the famous author of ‘‘Devils, Drugs 
and Doctors.” It’s ready now... right when you're 
making your biggest drive for increased lamp sales! 

Here’s the plan... 

Early in October a full page Saturday Even- 
ing Post advertisement will launch the inten- 
sive national advertising featuring this book. 
Millions of lamp buyers will want a copy. You 
can capitalize this demand by making sure that 
buyers receive a book bearing your imprint. 

With every request for a book be sure to 
include a Westinghouse Lighting Check Sheet. 
Tell the customer to read the book, test his 
lighting, then bring the filled-in Check Sheet back 
to you. Here’s a merchandising plan with a punch/ 

Get in touch with your Westinghouse Lamp 
Jobber . . . today! By all means, order an adequate 
supply of “Old Eyes in Young People.” Westing- 
house Lamp Company, Department EM-9, 30) 
Rockefeller Plaza, New York City. 
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Selling Material that 
Revolutionizes the Sale 


of Lighting Equipment 


Increased lighting intensity is only part of the 
story of Better Light ... Better Sight. Proper /ight- 
ing equipment eliminating glare and spotty illumi- 
nation is just as essential. Homes, commercial and 
industrial establishments everywhere are prospects. 

And now Westinghouse makes available a 
direct sales presentation for approaching these 
prospects and se//ing modern lighting equipment. 

After months of careful preparation this revo- 
lutionary lighting sales material is ready. While it 
is new to the lighting industry it is not new to tried 
and tested merchandising practice. And back of 
this sales ammunition is the most complete line of 
lighting equipment built by any manufacturer. 
Heading the line is the famous Westinghouse 
Magnalux that sets new standards for efficient, 
glareless, shadowless illumination. 

Public Utilities and Lighting Dealers are invited 
to write for details. This is not a campaign, but a 
permanent activity. Westinghouse Electric & Manu- 
facturing Co., Lighting Division, Cleveland 
Works, Edgewater Park, Cleveland, O. 


Westingho 


Complete New 


The Westinghouse Lighting Demonstra- 
tion Album provides for the first time a 
complete, logical and convincing sales 
presentation of the many advantages of 
modern lighting equipment to stores, 
offices, industries and homes. An exhaus- 
tive Sales Manual informs the salesman 
of the story to tell with every Album page. 
The Lighting Handbook contains practi- 
cally a college education on modern light- 
ing and the design of interior lighting in- 
stallations. A long list of other new material 
makes this plan complete in erery detail. 
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More Light on the Pacifie Coast 


San Joaquin and Southern California Edison Jump into educa- 


tional and sales campaigns on Better Light-Better Sight 


eo is believing” according to 
J the old proverb—and the experience 
of the Pacific Coast in the application of 
the “Better Light, Better Sight” move- 
ment should convince even a blind man 
of its merits. Most of the utilities which 
undertaken this educational work 
with their consumers have been offering 
lighting advice for not more than a few 
months, but already concrete results indi- 
cate the value of the campaign. 

The San Joaquin Light and Power 
Corporation of Fresno has achieved 
notable results with its corps of girls, who 
have a record, through a campaign which 
started the first of April, ot adding more 
than a half a kilowatt per call, although 
they actually sell no equipment. The 
corps of five girls who carry on this work 
under the direction of Jack Hammond, 
lighting sales director, were trained by 
Miss Mary Webber of Nela Park and 
Mrs. Adele Randall, now in active charge 
ot the work. Ten days intensive training 
sufficed to ground them in the principles of 
lighting—and a call for prospects among 
the employees brought a list of names 
with whom appointments for the initial 
visits were made. Practically every home 
called on leads to other 


have 


calls—in fact, 
22.5% of all calls made have resulted 
from names furnished by pleased cus- 
tomers. 


Cirls Carry Lamps 


The girls are paid a salary, use the 
usual demonstration kit and are allowed a 
great deal of freedom in approach. They 
sell no equipment, although they recom- 
mend general types, but upon request they 
will aid the customer in selecting correct 
lamps and shades. One of the results of 
the campaign has been the fact that the 
local merchants have been induced to 
carry a wide selection of the better types 
of lamps. The girls carry a supply of 
Mazda lamps to fill emergency orders for 
lamps of increased wattage or to fill 
empty sockets, but even when these are 
sold, the sale goes through the customer's 
favorite dealer. This is conveniently han- 
dled by asking the name of her dealer 
trom the customer making the purchase— 
and replacing sales from this dealer. 

Mr. Hammond states that one of the 
gratifying results of the campaign is the 
wattage which is added on first calls. In 
68 first calls, more than 14 kilowatts in 
additional lamps which have been screwed 
into the sockets. During the first six 
weeks, 332 demonstrations were made on 
374 appointments, with a resultant total 
of 199.88 kw. in additional lighting recom- 
mended, an average of 6)2 watts per 
home. Of 39 calls back at random in the 
same period, it was found that 17 kw. ac- 
tually had been added, in addition to watt- 
age installed on the first call, a per- 
formance record of well over 90 per cent. 
Equipment recommended includes 462 
lamps, 1,816 shades and 3,943 Mazda 
bulbs. On the 39 call backs, it was found 
that 39 lamps had been added, with 202 
shades and 628 Mazdas 

tesides the home demonstrations, Mrs. 
Randall has spoken before several clubs, 
is making a series of lectures before a 
college class, and has conducted demon- 
in especially designed rooms in 
two appliance One of the 
local optometrists has expressed approval 
of the company’s service as an aid to 
preservation of good vision and has de- 
voted considerable space in his broadcast- 
ing period over the radio to urging the 
importance 


strations 


expositions 


of adequate lighting where- 
ever children’s eyesight is involved. 


Southern California 


The Southern California Edison Com- 
pany, with headquarters in Los Angeles, 
has had excellent results in a campaign 
for the improvement of commercial light- 
ing in its district. They started on Sept. 1, 
1933 with three men equipped with 
illuminometers and demonstration kits and 
according to the report of at least one 
salesman, “have just begun to scratch 
the surface.” A survey made at the close 


of March, 1934 indicates that even the 
least promising prospects show a marked 
increase in lighting consumption over the 
same month in 1933. A special study was 
made of those merchants whose reaction 
to the first call was apparently incon- 
clusive. They had made some excuse to 
the effect that they could not afford to 
improve their lighting at the present time, 
or believed their lighting bills already too 
high. In practically every case a second 
call, however, revealed that part at least 
of the salesman’s recommendations had 
already been adopted. Glassware had been 
cleaned up, the 50-watt lamps had been 
replaced with 100 or 150 watts, window 
reflectors were cleaned and empty sockets 
filled. A check of the bills of thirty such 
unpromising prospects shows a substan- 
tial increase in energy consumption on 
the part of nineteen. 

In the Pacific Northwest, several com- 


campaigns based upon the “Better Light, 
Better Sight” principle, with very satis- 
factory results. One company employing 
five women engaged in this work reports 
an average increase per call of 182 watts 
per home. Another, with 200 demonstra- 
tions over a two months’ period, showed 
an increase after the first call of 189 watts 
per home. 


Homes Inadequately Lighted 


Reports from the demonstrators indi- 
cate that the large proportion of homes 
are inadequately lighted. Out of 200 
homes examined, only 8 were found satis- 
factory in the matter of wattage. Only a 
few homes had portable or indirect light- 
ing of any kind and glare was present in 
almost every case. In many cases lamps 
of an inferior quality were found and a 
large percentage of the bulbs in use were 


it was possible to report that the inf: -\o; 
lamps had been discarded and tha 
proper voltage was installed followi: 
call. 

For the benefit of the sales depart 


nt 
note was made of other equipment i: se 
in the 200 homes examined. Thes. jy. 
cluded a radio and electric iron in ©: ry 


home. Eighty three ranges were i: 
27 hot water heaters, 79 electric refri 
tors. Twenty of the homes were \y ::¢j 
for ranges, but the customers were 
ing by other methods. This inforn 
was turned over to the company’s ; 
ance salesmen and a number of sales 
been made. 

Experience of the Pacific Coast uti! :\: 
indicates that the success of such a © \n- 
paign is dependent upon the perso: nel 
Previous experience in the lighting eld 
is not essential, but it is important ‘hat 
the women shall be intelligent, aggr: 
and capable of commanding the resp: 
customers. The one in charge of the carn 
paign, whether man or woman, 
of the executive, enterprising type and 
thoroughly grounded in the possibilities 
of lighting. 

“I’m for the ‘Better Light—Bette; 
Sight’ idea,” says Jack Hammond of th 
San Joaquin Light & Power Company 
“It should not be repeated; it should | 
continued. It has only begun to get well 


panies have undertaken home educational 


of an improper voltage. 


In every case started.” 


U.S. CORD 


_,. CERTIFIED by 
the Electrical Testing 
Laboratories to comply 


ELECTRICAL TESTING LABORATORIES 


OF FICE AND 


eo" CAST ENO ave 


REPORT NO, 167773 
DETERMINATION OF COMPLIANCE OF TYPE POSJ COKD 
WITH I.B.S. SPECIFICATIONS 
Kendered to United States Rubber Products, Inc. 


Order No. 56442-X 


0-0-0-0<0 -0-0°0-0 
Summary 
A sample of U.S. "Zipeord” was sub- 

mitted to Electrical Testing Laboratories with 
instructions to determine whether it complied 
with the requirements with respect to the 
attachment cord in the specificetions for study 
and floor lamps of the Illuminating Engineering 
Society. 


The cord was found to comply with 
these requirements. 


General 
A sample length of “Plexible cord made by United States 
Rubber Co., was submitted to the Laboratories for determination of 


Society for study lamps and floor lamps. 


the necessary work on August 17, 1934. 


Description of Material Submitted 


known as Type POSJ. 


ite compliance with the specifications of the Illuminating Engineering 


The cord was brought to the Laboratories by Mr. H. H. Weber, 


Ass't. Mgr. Wire Sales, U. 8S. Rubber Products, Inc., who authorizea 


The cord covered by this report is of the qtyle generally 
It is made up of two stranded copper conductors 


covered with « cotton wrap and leid perellel. A thin cotton tape is 


with the attachment cord 
specifications of 1.2.5. 


Report No. 167775 -2- 


placed between the cotton-covered conductors ani the whole is covered 


with a rubber jacket approximately oval in shape. Outside dimensions 


of the cord are approximately 1/4 in. by 1/8 in. The cord is know 
by the manufacturer as U. S. “Zipeord". The name is evidently derived 
from the fact that the cotton tape is used between the conductors. 
tape facilitates separation of the conductors and, consequently, 

preparation of the cord ends for attechment. Another fector which 

facilitates preparation of the cord ends is the absence of a separsete 
rubber covering over each conductor; the outer sheath serves to insu- 
late the conductors as well as to bind them together. Dissimiler 
colors of cotton wrap ere used in order that the conductors may be 


continuously identified. 
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Applicable Specifications 


The specifications that ere appliceble to this cord are as 


follows: “Specifications for 1.8.8. Study and Reading Lamps", 


“Specifications for 1.E.3. Semi-Indirect Floor Lamps", and “Speci- 
fications for I.£.8. Indirect :loor Lamps". The latest or second 
edition of these specifications was used in determining compliance. 
The requirements of these specificetions which are direct! 
appliceble to this cord are as follows: 
+ Cord shall, be Type PO-64, Type POSJ, or Type C. 
+ Minimum size of conductor stall be No.l Awg. 
+ Copper strands shall not be larger than No.4 Awg. 
+ Rubber insulating compound shell not edvercely 
affect copper conductors. 
+ Cord shall have Underwriters' Laboratories’ "5-foot" 
label. 
‘est and ection 


(The specification requirements enumerated in the foregoir 


are treated in the same order here.) 


1. Cord complies. 


(Type POSJ) 
| 2. Cord complies. 


Conductors are No.10 Awg. 


United States Rubber Compan) 
1790 BROADWAY. 
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5 4t wee nels in contect with the rod while poth were 
sub to ® temperature of 100 c for 16 hours: The 
procedure 1eid down by the american gociety for Test- 
ing yeteriel® wes followes: at the conclusion of the 
‘ test, condition of the copper inaicate thet rree 
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Now Comes the 
Health Room. 


U as the old familiar parlor or 

in’ room” gave way to the modern 

livit om, so does the present-day bath- 

room .ppear destined for consignment to 

jim as the Health Room makes its ad- 
vent o the American home. 

7 at least, is a natural impression 
of | iewing the new Health Room just 
insta’ cd in the All-electrical Home of the 
Gene | Electric Institute at Nela Park, 
Cleveland, Ohio. 

Th» Health Room is not merely a glori- 
fied bathroom masquerading under a new 
name. As a matter of fact, with the ex- 
ception of the wash bowl, the functional 
equipment which characterized the old 
hath room is not even in evidence as one 
enters the room. Instead, it is concealed 
behind shower curtain and swinging door 
leading into a recessed alcove. 

The Health Room finds its definition in 
its broadened health functions and exten- 
sive health-maintenance equipment. Be- 
sides serving as a combination bath and 
dressing room, with the most modern 
requisite features, it provides ultra-violet 
and infra-red radiation, as well as a versa- 


tile lighting system for shaving and the 
application of cosmetics. In addition, it 
provides adequate area and provisions for 
exerciging and dressing. 

The general illumination is provided by 
a modern type of ceiling fixture contain- 
ing two 40-watt lamps, each well shaded 
with a small diffusing glass bowl. On each 
side of the mirror above the wash bowl is 
a 40-watt tubular lamp within a diffusing 
glass cylinder. 

On each side of the modern dressing 
table is a panel of flashed opal glass lighted 
from within by three 40-watt tubular lamps 
and three 60-watt daylight lamps to pro- 
vide the desired amount and quality of 
illumination for dressing in front of the 
mirror and for applying cosmetics. These 
panels provide both ordinary artificial 
illumination and light more closely ap- 
proximating daylight, so that milady may 
make herself up according to the com- 
plexion demands of daylighted and arti- 
ficially lighted occasions, day or evening. 

A type S-1 Mazda Sunlight Lamp is 
conveniently located at the wash stand, 
where the man of the house may obtain a 
potent amount of ultra-violet in such a 
short period of time as that usually devoted 
to shaving. A milder source, employing 
a type S-2 Mazda Sunlight Lamp, is lo- 
cated at the dressing table for exposures 
over a longer period of time. 


Live and Let Live 


by M. E. Skinner 


Chairman, National Better Light-Better Sight Bureau 


NE phase of the activity being spon- 
sored by the National Better Light- 
Better Sight Bureau impresses me as 
needing especial emphasis to utility exec- 
utives. There is a chance that we may 
be victims of our own enthusiasm for the 
new specification lamp merchandise being 
sponsored by the Bureau, and I believe 
a word of caution would be timely. 
When the utility group first approached 
the portable lamp manufacturers with the 
suggestion that specifications be drawn 
to define the lighting effectiveness of 
reading lamps, the manufacturers were 
most insistent that the specifications 
should include requirements to assure the 
quality of materials and workmanship. 
The manufacturers were primarily inter- 
ested in combatting “chiseling” within 
their own ranks, but the argument was 
forcefully advanced that if a utility com- 
pany were going to put the stamp of its 
approval on a piece of merchandise, the 
quality of that merchandise must be above 


should be greater 


U.S. ZIPCORD...the new, extra-flexible, 
rubber-jacketed lamp cord, eliminates all the 
usual hazards of ordinary cord. Its novel “zip” 
construction permits easy and safe opening 
of the sheath and assures perfect insulation for 
each conductor as the rubber jacket divides 
evenly. A thick wall of superior rubber com- 
pound protects the conductors up to the very 
terminal posts and cannot be pulled out of 
place or dislodged in any way. Therefore, 
U. S. Zipcord ties right in with the Better Light- 
Better Sight Campaign as it makes lamps 


safer and more useful. 


Also U. S. Zipcord is fully approved by 
Underwriters Laboratories, Inc., as evidenced 


by the five-foot bracelet label. 


In addition, U.S. Zipcord is certified by the 
Electrical Testing Laboratories to comply with 
the attachment cord specifications of I. E. S. 

U.S. Zipcord is made in a choice of colors. 


CODE 


behind the Dri ve for 
BETTER LIGHT 


BETTER SIGHT 
SAFETY / 


PRODUCT of UNITED STATES RUBBER COMPANY 
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reproach. The utility representatives 
agreeing fully with this point of view 
were nevertheless insistent that the 
specifications should not include any re- 
quirements which would force the manu- 
facturers to use more expensive materials 
or finishes where cheaper ones would do. 
I recall Mr. J. F. O’Brien’s compelling 
statement to the effect that poor peoples’ 
eyes needed protection just as much as 
those of their more fortunate and wealthy 
neighbors. “For this reason,” he argued, 
“the quality requirements of the specifi- 
cations should be so drawn as to permit 
manufacturers full latitude in the styling 
and finish of the lamps so that models 
could be offered to suit every pocket- 
book.” 

The National Better Light-Better Sight 
Bureau is interested in improving the 
opportunities for securing Better Light 
as a way to Better Sight. They heartily 
endorse the effectiveness requirements of 
the Illuminating Engineering Society 
specifications for study, reading and 
other “working” types of portable lamps. 
They are pleased to see that these speci- 
fications contain minimum quality re- 
quirements particularly with respect to 
the electrical circuit which should make 
for long life and satisfaction to the pur- 
chaser. The Bureau has been insistent 
that no restriction should be placed on 
the manufacturers which would place the 
specification merchandise which they 
were endorsing in any one price class. 

Now, let us consider for a moment the 
position of the lamp manufacturer. He 
has been told that if he goes to the ex- 
pense of bringing out merchandise which 
meets the I.E.S. specifications he will 
merit and should receive the whole- 
hearted support of the utilities in mar- 
keting his product. Most of the portable 
lamp manufacturers have met this chal- 
lenge splendidly. A large number have 
brought out models which meet the speci- 
fications and many more are modifying 
the design of their entire line to improve 
the lighting characteristics. 

The utilities and, most especially those 
who merchandise portable lamps, must 
give these manufacturers support, or the 
splendid work started will be undone. 

One suggestion that I would like to 
offer is to forget our “price complex.” 
I don’t mean that we should encourage 
or attempt extraordinary profit on this 
specification merchandise, although its 
superior value should be apparent. I do 
mean that we should appraise the value 
of the merchandise and then encourage 
prices which will give everyone a fair 
margin of profit—manufacturers, whole- 
saler or retailer. 


Manufacturers 
Certified by I. E. 8. 


STUDY LAMP 

Mutual-Sunset Lamp Mfg. Co., 350 Fifth 
Ave., New York City; Calpa Products Co., 
1006 Vine St., Philadelphia, Pa.; Colonial 
Premier Co., 460 W. Superior St., Chicago, 
Ill.; F. W. Wakefield Brass Co., Vermilion, 
Ohio; Railley Corporation, 850 Euclid Ave., 
Cleveland, Ohio; Rindsberger Mfg. Corp., 
18 E. 24th St., Chicago, Ill.; The Miller Com- 
pany, Meriden, Conn.; Artistic Lamp Mig. 
Co., Inc., 395 Fourth Ave., New York City; 
Frankelite Co., 5016 Woodland Ave., Cleve- 
land, Ohio; Sandel Manufacturing Co., 3618 
So. Loomis Place, Chicago, Ill.; Lightolier 
Co., 11 E. 36th St., New York City; Bradley 
and Hubbard Mfg. Co., Meriden, Conn.; The 
Greist Mfg. Co., New Haven, Conn.; Brown- 
Johnston Co., Spokane, Wash.; Venus Lamp 
Corporation, 39 West 19th St. New York 
City. 


SEMI-INDIRECT 

Mutual-Sunset Lamp Mfg. Co., 350 Fifth 
Ave., New York City; Calpa Products Co., 
1006 Vine St., Philadelphia, Pa.; The Greist 
Mfg. Co., New Haven, Conn.; Artistic Lamp 
Mfg. Co., Inc., 395 Fourth Ave., New York 
City; Colonial Premier Co., 460 W. Superior 
St., Chicago, Ill.; Bradley and Hubbard Mfg. 
Co., Meriden, Conn. ; Rembrandt Lamp Corp., 
Rembrandt Bldg., Erie at Fairbanks Court, 
Chicago, Ill. 


INDIRECT FLOOR LAMP 
Artistic Lamp Mfg. Co., Inc., 395 Fourth 
Ave., New York City. 
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Today’s Unsold Home Lighting 


Market As Large As Ten Years Ago 


By Arthur P. Hirose 


1 suspicion that the market 
hting equipment and lamps is over- 
You remember that Thomas Alva 

nvented the lamp long before you 


P: RHAPS, deep down in your soul, 
you have 


worn and that for about a half cen 

tury merchants have been selling light 
g fixt nd portable lamps. You 
vonder whether in 1934, this year of the 
( 1 Progress and other evidences 
idvance, there’s much opportunity to 


ell more lighting equipment to the 
your town or city. 

So disregard the fact that in ten years 
the population of America has grown 
from 112,000,000 people to 125,000,000 
p Disre urd the fact that today 


ver 20,000,000 homes are electrified in- 


tead of the 12,000,000 we had ten years 


ago. Instead think of any typical average 
electrified home in your own community. 
id his challenging fact: de- 

te all the advances in illuminating en- 


neering, despite all the millions of dol- 


worth of lighting equipment sales 

it ha en made in ten years, there 
Vaiting today as big a market for 

ng equipment to be sold to that 
iveragt e as there was ten years ago. 
Y it tatement another way: the 
iverage home in your city or town is still 


as lar away from, if not further away from, 


deal lighting as it was ten years ago 
It still needs more incandescent lamps, 
more ceiling-type lighting fixtures, more 
vall brackets and more portable lamps 


than it now owns [hat typical home 


needs and can be sold lighting equipment 
because it needs better light for better 
rhis startling condition of home light 


| this huge market for 
lighting equipment to remedy the con 


juacy al 
are revealed by a comparison, made 
by Electrical Merchandising, between two 
tudies of home lighting conditions, one 
been completed this year and 
made in 1924 
General Electric's Nela Park lighting 
res] le for the 1934 study of 
home lighting conditions 


Instead of at 
tempting the difficult and almost im- 


practicable task of finding a national 
iverage of home lighting conditions, the 
Nela Park illumination men have gathered 
it generous sample of average lighted 

mn In twenty communities with pop 


ulations ranging torm 7,000 to 114,000 
l between Massachusetts and 


la Park men greatly aided 

by publ itility men and women visited 
ind studied the lighting equipment of 
2 n hese homes were rep 
resentative of all grades of homes in each 
ommun Also the munities them- 
elves were selected that in half of 
them the electric light companies had 
een active in lighting promotion while 
he otl half no especially vigorous 


ghting promotion work had been done 

Because’ ten years ago, the Nela Park 
Lighting Research Laboratory had an- 
reports submitted in the 
Hlome Lighting Contest of 1924, we are 
bl home lighting conditions 
and now Here are contrasted the 
findings of the 1924 and the 1934 


urvevs 


HOMES HAVE ONLY ONE 
FIFTH THE PROPER WATTAGE— 


len years ago the total wattage of all 


the lamps in the average home was 954 
Watts Today it is 966 watts This 
light increase of only a little more than 
ne percent seems pitiful when it is re- 
illed that today lighting experts agree 
that a home adequately lit by even mini- 
num standards should use not 966 watts 
but about 4,700! In other words a 


ample home today has only a fifth of 
rritiy t needs just to get 


Bear in mind, in reading about lighting 
conditions in each room, that wattages 
need to be raised five times by the use of 
more lamps, higher wattage lamps and 
new fixtures and portables, before our 
selling job is done. 

The number of lamp bulbs in use in 
the average home has risen from 21.7 
incandescent lamps in 1924 to 26.6 in- 
candescent lamps in the home in 1934. 
But while the average wattage of these 
lamps was 43.9 watts ten years ago, today 
it is only 36.3 watts. 

It is granted that the number of ceil- 
ing fixtures and wall brackets used in a 
home is not important so long as suffi- 


cient light is available for all seeing tasks. 
So the slight decrease in the number of 
ceiling fixtures in the average home from 
8.6 in 1924 to 7.9 today is without signifi- 
cance. So, too, is the slight increase in 
number of wall brackets in the home 
from 3.9 ten years ago to 4.2 in 1934. 
But when we consider that portable 
lamps, so necessary for reading, writing, 
sewing, and other tasks, have only in- 
creased from 2.8 portable lamps per home 
in 1924 to 4.14 in 1934, we get some 
conception of the lighting equipment sell- 
ing job still to be done. Just think, to- 
day there are only 4.14 portable lamps 
in the average home of almost seven 
rooms that houses over four people. Mind 
you, those four-and-a-fraction portable 
lamps are not all floor lamps. Some of 
them are dinky little table lamps that 
Mrs. Home Owner has bought to stick 
on her bureau because they looked “cute”. 
And even if all of those four-and-a-frac- 
tion portable lamps were good enough to 


read by, they’re not all in the living 


where a family might be expect “s 
gather of an evening. Instead lose 
lamps are scattered all over the | jys¢ 

What four years of depression haye 
done in cutting down the “efficienc 
lighting in the home is well illus: rated 
by the 1934 survey. Sixty per cent of 
the homes surveyed have today g:ping, 
empty sockets. Almost nine per cont of 
the sockets in the average home are wait. 
ing for lamps. Curiously enough, the 1934 
survey shows that 24.8 per cent or almost 
a quarter of the homes studied have both 
empty sockets and spare lamps stuck 
away in the closet or in a drawer! Either 
the spare lamps have been forgotten or 
they are of inappropriate size, color or 
wattage. 

Walking through every room in the 
average home today emphasizes, room 
by room, the market for incandescent 


(Please turn to page 28) 


For 32 years Good Housekeeping has 
guaranteed every product advertised in its 
pages. For 32 years women have told 
their friends—mothers their daughters— 
that Good Housekeeping is one place 


where sound values are always found. 


“Advertised in Good Housekeeping! 


That’s all you need to know” 


ELECTRICAL MERCHANDISING SEPTEMBER, 1924 


Buying confidence in Good Housekeep- 
ing’s Guaranty goes far beyond the 
1,950,000 women who regularly read this 
magazine. That is why it pays merchants 
especially well to make special features of 


products advertised in Good Housekeeping. 


Good Housekeeping 


Everywoman’s Magazine 
25¢ per copy; $2.50 per year 
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RIGHT 


H. S. YATES of the Yates Hard- 
ware Department Store of North 
Hollywood, Calif., was deter- 
mined to see what could be done 
about increasing the volume of 
sales in Mazda lamps. So on 
March 17th of this year he in- 
stalled a mass display of lamps 
in his window. ere were 
about 3,000 lamps in view of 
passers-by in the window alone 
and inside the store there was 
an eight ft. feature spread of the 
the same merchandise. Every 
one who passed the store or en- 
tered it for the next two weeks 
was reminded of lamps. At the 
end of that time a check was : 
taken and it was found that $50 ‘j—- 
worth of lamps had been sold— 
a record for the store and for 
that territory. 


Display Sells Lamps 
For Dealers 


MAZDA LAPS 


Top counter display and above window display both carry out the 
same idea. Plenty of lamp bulbs reminding purchasers of their 


Lamps, being re- 
minder sales, 
must always be in 
evidence, whether 
in window or 


needs will continually and regularly produce sales. 


store display. 


OME of the study lamps and floor lamps being manu- 


factured under I. E. S. specifications. 


30 lamps from 17 manufacturers, to date. 


The list of makers is growing—also the appreciation of the 


certification idea. 


The new label here shown is sponsored by the Better Light- 
Better Sight Bureau and the Illuminating Engineering 


Society. They know . . . by test of 


ELECTRICAL TESTING 


Corti ficd 


to comply with 
I. E. S. Specifications 
FOR 


BETTER LIGHT 
BETTER SIGHT 


LABORATORIES 


80th Street and East End Avenue, New York 


ELECTRICAL MERCHANDISING—SEPTEMBER, 1934 


TO AUG. 30 1934, LAMPS HAVE BEEN 
CERTIFIED FOR THESE MANUFACTURERS 


(OTHERS PENDING) 


Artistic Lamp Mfg. Mutual-Sunset Lamp Mfg. 
Company, Inc. Company, Inc. 

The Bradley & Hubbard _Railley Corporation 
Mfg. Company Rembrandt Lamp 


Brown-Johnston Company Corporation 

Calpa Products Company _Rindsberger Mfg. 

Colonial-Premier Corporation 
Company Salem Brothers 


The FrankeliteCompany Sandel Mfg. Company 
The Greist Mfg. Company Venus Lamp Corporation 
Lightolier Company 
The Miller Company 


The F. W. Wakefield 
Brass Company 


The Four Page Tag 


APPROVED 


PORTABLE LAMP 


( Name) 
(Street Address) 


(City and Seate) 


OMPLIANCE With 


STUDY AND READING LAMP 


This authorized tog certifies thet 
samples of this Study and Read 
ing Lemp heave been selected 
periodically by ELECTRICAL 
TESTING LABORATORIES. New 
York, N.Y. and have been found 
by test, when equipped with « 
100-wett stenderd incandescent 
temp. to comply with requirements 
of “Specifications for Study 
and Reading Lamps,” formulated 
by the 


ILLUMINATING 
ENGINEERING SOCIETY 


th 

10 
f ai 
a 
| Shade Price: 
us this tag. 
Mi 
4 25 


No. 3010 INSIDE 


N 


the 
fastest 


selling 


CHRISTMAS 
LIGHTS 
and best 


ALL-AROUND 


line for 


Unequalled for mechanical pre- 
cision, electrical perfection, 
TRUE merchandising potential- 
ity! Get ready NOW for your 
+ « concentrate on 
NOMA, the line that helps you 


big season . 


ALL THE WAY! 


Above... No. 3010 New 
inside 7-light multiple burning set, 
with patented berry beads to hold 
bulbs in set position. C7, Maz- 
das, burning NO 
hunting around for burned out 
lamp! A set well worthy of major 
promotion this Fall 


Below No. 3005 Weah- 
erproofed 7-light multiple set with 
famous NOMA add-on extension 
for attaching additional sets. 
(That helps your sales, too!) 
Through-wire redcap sockets for 
straightline decorating. Spring 
contracts keep lights tight. In- 
side colored Mazdas. set to 
STAND UP under severe outdoor 
weather! 


Mutual Sunset Study 4 Reading Lamp which meets 
the [luminating Engineering Society's Speetfice- 
tions as certified by ss ctrical Testing Laborato 

ries Model 16 H 52 


The LAMP 
that yields the 
Two-way PROFIT 
...in power ... in sales 


This lamp adds load to your line be- 
cause it does not replace any other lamp 
now in use. 
There is no better lighting unit for you 
to promote while “Better Light—Better 
Sight” is receiving public attention, for 
this new study and reading lamp per- 
sonifies the big idea behind that sales- 
stimulating campaign. 
The lamp itself—beautifully finished in 
bronze—with heavy fibre, metal bound, 
white enameled-inside shade possesses 
outstanding sales appeal. 
Consider all these points carefully in 
planning your promotion activities. 
Write at once for details of the sales 
plan behind this study and reading lamp. 
CENTRAL STATION DIVISION OF 
MUTUAL SUNSET LAMP 
COMPANY, Inc. 
540 Empire State Building 
New York City 


Chicago: 1421 Merchandise Mart 
Los Angeles: 1206 So. Santee Street 


Patent Enforcement 


No. 1612888 EXTRA EXTEN. 
SION permitting connection of 
one set to another. 

No. 1611836 Adjustabie 
BERRY BEAD holding lamps 
in desired positions. 

No. 1427489 STRAIGHTLINE 
series type Christmas outfit 
with plug on one end and ex- 
tension connector at other 
end, permitting connection of 
several sets to form a straight 
line. 

No. 1751642 CURRENT TAP 
that always provides an open 
outlet, 


SPECIAL NOTICE 


The following patents are our exclusive 
property and our interests will be pro- 
tected . Do not use infringing devices 


APPROVED LESS. 
STUDENT LAMP 


Lamp illustrated is only one of a 
large and varied line of all types 
of lamps we make approved by the 
Illuminating Engineering Society. 

Send for a folder showing a spe- 
cial introductory assortment offer. 


COLONIAL PREMIER 
COMPANY 


450 W. Superior St., 
Chicago 


MAZDA LAMPS are used in 
NOMA products 


OMIA ELECTRIC CORPORATION 


524 Broadway, New York 


Write your jobber for our complete program 


No. 3005 OUTSIDE 


MANUFACTURERS 
ATTENTION! 


A manufacturer, rated AAAI, 
doing a national business through 
Hardware, Electrical, and Auto- 
motive jobbers is interested in 
securing one or two new re-sale 
items. Product must have merit 
with unusually large sales possibili- 
ties on national basis. Prefer 
standard replacement item for any 
of the above classifications of trade 
outlets. Possibly you have a prod- 
uct now, but due to your particular 
type of selling and distribution you 
cannot realize its full sales volume. 


Write ua full information. An inter- 
view will be arranged. 
c Box 537 
O ELECTRICAL MERCHANDISING 


department stores 


Tie kin To 


Marshaltt Fietd Dazztes Public 
With Lighting Shows 


OBIN HOOD, or some other doughty 

gangster of the dark ages, gave us 
that expression, “he had two strings to 
his bow.” Meaning, that when rain 
wetted one, the dry spare permitted the 
hunt to go on. 

Lamp departments, endlessly ransack- 
ing their stock for the exact color and 
period the customer wants, for years have 
longed for an extra string of sales talk. 
Something to save the sale when the pros- 
pect does not discover her vague whim in 
the necessarily limited display, and 
chances of getting an order look all wet 
and washed up. 

That the better light-better sight cam- 
paign promises just this extra aid is the 
opinion of Marshall Field & Company 
executives in Chicago. 

Customers to this pioneer department 
store, world’s fair visitors, and sales 
people benefited in August from a two 
ring lighting show, set up by General 
Electric and Westinghouse. 


Magazine reading the test 


On the second floor a General Electric 
exhibit revealed to the shopper the grad- 
ual evolution of lighting from an oil wick 
affair to the modern Mazda. At a booth 
she looked at a magazine page, while a 
salesman checked, via light meter, the 
amount of illumination she liked best. 
Old people, incidentally, desire a lot more 
light than young ones. 

From here the prospect was taken to a 
large living room where various types of 
lamps were on display. Seated on a 
davenport, if she wished, she could ex- 
periment until the satisfactory degree of 
illumination was reached. 

“By this time you will notice that one 
lamp has been made superlatively satis- 


Both the General Electric and West- 
inghouse exhibits are scheduled to show 
in other midwestern department stores 
this autumn, and are available for book- 
ings, it is understood. The General Elec 
tric exhibit is adaptable to any surround- 
ings. The Westinghouse show, which 
travels by truck and employs a cast of 
eight persons, calls for a 50x100 space 
suitable for black outs, and 60 cycle, 110 
volt A.C. current. 

“We in the lamp department at last 
have a yard stick for measuring light that 
is as exact as that which has been used 
for years over in the fabric section,” Miss 
Inez Stephens, buyer for the department, 
states. “The value of this show lies in 
future rather than in present sales. We 


Special booth constructed by Marshall Field for use with sight-light 
meter. Here the customer has proper lighting dramatically visualized. 


factory in this prospect’s mind,” Mrs. 
Clara P. Wilson, who promoted the show, 
declared. “The customer has not gone 
up and down the lamp display, looking at 
tags and hunting shades of color. She 
has become interested in the use of the 
lamp as well as the decorative effect. The 
chance of selling her has been doubled— 
she is being appealed to on a new ground.” 


Exhibits Available Elsewhere 


Fresh from the Century of Progress 
came the Westinghouse show, entitled 
“Painting with Light.” Staged in Field’s 
little theater, four half hour shows were 
given daily, with demonstrations of “com- 
plexion light,” invisible or “black” light, 
and samples of other new and unusual 
illuminations. Thirty one paintings of 
the Century of Progress were exhibited, 


all properly set forth under colored lights. 
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are educating our salespeople on a new 
way to sell lamps, and giving them 4 
glimpse of how fascinating light can be 
when viewed scientifically.” 


Mandels Holds Show 
In September 


ANDELS is scheduled to have 

better light-better sight show 
September, and over at the Fair, I. Fel 
man is weighing the idea. 

“Our thought,” said Miss Floren 
Hammer, buyer for Mandels, “is to ha’ 
each demonstration used to sell actu’! 
merchandise, rather than form simply < 
educational display. We will have a sp 
cial lamp on the floor at this time, a! 
expect to use the light meter as a selli 
tool from the start?’ 
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(:. Fox & Co., Hartford. See Lamp 
Stimulus in Lighting Drive 


NE of the first department stores in 
O the east to do a merchandising job on 
sunlamps, the G. Fox & Company depart- 
ment store in Hartford, Conn., have their 
plans all set to stay out in front as far 
as the Better Light—Better Sight cam- 
paign is concerned, too. 

The lamp department, under the direc- 
tion of Mrs. M. F. Oates, herself a spe- 
cialist in all phases of home lighting, is 
planning an advertising and promotional 
job to be run in conjunction with the 
national advertising on lighting. 

In addition, Mrs. Oates is having con- 
structed a special demonstration and dis- 
play room for the new student’s lamp, 
designed from specifications of the Illu- 
minating Engineering Society. The room 


General view of the lamp de- 
partment on the ninth floor of 
the G. Fox & Co. department 
store in Hartford, Conn. In 
September and October a spe- 
cial room will be ready to de- 
monstrate study and reading 
lamps. 


is to have an 8-foot ceiling, is to be 
equipped with sight-light meter and 
lighting charts, and is being constructed 
for the special purpose of demonstrating 
the over-all light coverage obtained with 
the student’s lamp as compared to the 
old-fashioned desk and flexible lamp. 
“We are being given a lot of help and 
advice,” Mrs. Oates said, “by the Hartford 
Electric Light Company. “The eight girls 


in the lamp department are all attending 
special classes in instruction in home 
lighting problems given by the lighting 
experts of the power company. Those 
classes will continue and the girls in the 
lamp department here will be as admir- 
ably fitted to go into the customer’s par- 
ticular home lighting problems as the 
home service lighting specialists of the 
utility. 

“It would seem to me that the coopera- 
tion extended by the lighting company 
is invaluable in doing any kind of a lamp 
merchandising job. They have been of 
great help to us in getting ready for the 
Better Light—Better Sight campaign.” 

The student lamp, Mrs. Oates believes, 
is going to be an outstanding success in 
introducing better lighting conditions in 
the home, as well as in studies, home 
libraries, dormitories and dens. 

“While the housewife may not think 
the severe lines of the student lamp merit 
it a place in her living room,” she said, 
“still, the fact remains that there is room 
for at least one of these new lamps in 
every home. And when the customer be- 
comes used to the higher intensities of 
light for reading and writing purposes, 
she is going to pay a lot more attention 
to the lamps in the living room, bedroom 
and occasional rooms. 


First Study Lamps Sold 


“It would seem to me that one of the 
problems of the manufacturers might 
spend a little time on would be designing 
a lamp such as the new student lamp and, 
while retaining its good lighting features, 
expend a little more effort in making it 
decorative.” 

The first shipment of the student lamp 
to G. Fox & Company (Mutual Sunset) 
sold out in very quick time, Mrs. Oates 
revealed. Further orders have been 
placed, and with the help of the specially 
designed room for demonstrating the re- 
markable lighting qualities of the student 
lamp, Mrs. Oates predicted that there 
would be even more sold before her de- 
partment got into full swing on the na- 
tional campaign. 

Mrs. Oates is a great believer in 
demonstration. Last winter, at her sug- 
gestion, the store installed a special sun 
room, in the middle of the lamp depart- 
ment, where customers could sit down and 
enjoy a sunbath under overhead and floor 
model sun lamps. The room created a lot 
of attention and was responsible for many 
of the sunlamp sales made. It is to be 
repeated this winter. 


A Marshall Field lighting salesman demonstrates the foot-candle 
lighting of a portable lamp by means of the sight-meter. 
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paign for Better 


Better Sight. 


line. 


New York City 
Empire State Building 


GREIST announces 
I. E.S. Lamps 


The Greist floor lamps and 
semi-indirect study lamps are 
real contributions to the cam- 
Light— 


Well styled and made right, 
they meet every requirement 
of Illuminating Engineering 
Society as certified by E. T. L. 
The Pompeian study lamp 
(S 247) illustrated above is 
typical of the complete Greist 


Write today for catalog and 
details of merchandising plan. 


THE GREIST MANU. 
FACTURING COMPANY 
New Haven, Conn. 


Chicago 
Merchandise Mart 


Build your lamp 
sales around the 


CALPA 


tl 


1.E.S. CERTIFIED 


Built in accordance with the 
LE.S. specifications and 
tested and certified by E.T.L. 
Performance exceeds specifi- 
cation requirements. 


OUR market for this beautiful 

modern CALPA Study and Read- 
ing Lamp is all around you—in homes, 
hotels, libraries, offices, etc. 


“This Better-Light Lamp will not only 
provide Better Sight but bigger and 
better profits for alert dealers and dis- 
tributors who tie in their sales efforts 
with the SALES PLAN behind it. 
Popularly priced with substantial dis- 
counts. A few exclusive territories 
still open. Write for details. 


Rich in appearance. Base and column 
finished in bronze, chromium or other 
standard finishes. Shade of white in- 
ner-finished paper parchment. 


CALPA PRODUCTS CO. 
PHILADELPHIA, PA. 


Name”’ Bond 
Electric Lantern— 
retails for 25c. Big 
prizes in radio 
name contest. 


A complete line of 
cases in every price 
class, Mono-cell 
Flashlight Batteries 
for long life, strong 
light. 


Flashlights 

Mono-cell Flashlight Batteries 
Radio A, B & C Batteries 
Radio Tubes and Condensers 
Dry Cells, Storage Batteries 


Jersey City, N. J. 


Flashlight and battery business is going to hum 
for Bond dealers prepared to take full advan- 
tage of the activities set in motion by the Bond 
1934 Radio Broadcasting Program starting this 
month. Thirty-four stations will reach 40 mil- 
lion people in cities, small towns and farm 
homes from coast to coast. 


Tempting premiums and prizes for listeners 
who call on dealers, new display material and 
prizes for dealers, new merchandise, new pack- 
ages, powerful new sales helps—all are ready. 
If not all set to ride on this great buying wave, 
write for complete information at once. Clip 
coupon now. 


BOND ELECTRIC CORPORATION 


257 Cornelison Avenue 
WAREHOUSES IN PRINCIPAL CITIES 


Send information on how to profit at once by Bond Radio Program. 
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LIGHTING EQUIPMENT 
for the NEW AGE 


LicHTOLIER CoMPANY has maintained consistent leadership in 
the lighting equipment industry by virtue of its understanding 
of sound, salable designs and its ability to produce them at 
prices the public is willing to pay . . . Today it manufactures 
a line thoroughly complete—a type for every need, a style for 
every taste, a price for every purse—a line that has real oppor- 
tunities for merchants seeking to improve their sales and profits 
and to capitalize on the expanded building sure to be experi- 
enced in the next few years . . . Write for the “Handbook to 
Lighting Fixture Success” and “1934-35 Style Book,” two 
extremely interesting and valuable publications that will open 
your eyes to a real business. 


LIGHTOLIER 


Distinctive Lighting Fixtures and Lamps 
11 East 36th Street . . . New York, N. Y. 
1551-52 Merchandise Mart, Chicago, IIl. 
726-730 Mission Street, San Francisco, Cal. 


1000 South Los Angeles Street, Los Angeles, Cal. 


Get set now! Your market is ready. . . 


the groundwork was laid last year. The 
public, as well as all industry, is receptive 
to the “better light” appeal. Mrs. John 
Citizen now sees in “better light” a ser- 
vant of comfort and health; the store- 
keeper, a tool for better display and in- 
creased sales; the office and factory, a 
service that is humane, economical and 


highly profitable. 


This enormous market for profitable 
lighting load is ready . . . waiting to be sold. Waiting 


Monet 614 
Weston Foor-Canple 


for the lighting expert, the home economist, the de- Meter 


partment store or the dealer to fit lighting exactly 
suited to its needs. Guesswork, or opinions, will not do. 
It must be measured lighting, based on scientific fact... 
on accurate light values and measurements furnished 
only by Weston Foot-Candle Meters and Sight-meters. 

You can prove the need for better light ... for higher 
wattage, for new lamps, for more fixtures . . . only with 
Weston Foot-Candle Meters. And when you prove the 
need, you clinch the sale. Make the small investment 
necessary to get your share of this profitable business 
by buying one or more of these inexpensive meters 
today. Or, write for complete information . . . Weston 
Electrical Instrument Corporation, 582 Frelinghuysen 


Avenue, Newark, New Jersey. 


WE STON 


ystrumenls 


—widely used by lighting engi- 
neers and plant superintendents. 
Reads diregsl im foot-candles. 


Mopet 703 
Very small and com- 


Ty" pact. Reads in foot- 
~ "4 candles and daily see- 
ing tasks.Used by home 
lighting salesmen, de- 


partment stores, lamp 
jobbers and dealers,etc. 


Markets for Ligh 


== CONTINUED FROM PAGE 2. = 


lamps, ceiling fixtures, wall bra 
table lamps and portable lamps. 

Go into the living room, suppo-. {ly 
the most livable room in the house, | nq 
the crying need for better light is evi: 
Fourteen per cent of the sockets in 
living rooms analyzed were empty. \|- 
though the average living room t ‘ay 
has only 2.7 table or floor lamps, in. «< 
tigators found that 11.3 per cent oi 
total sockets in living room port.) 
lamps were empty. 

A study of lighting in the ave 
kitchen discloses interesting points. ) 
kitchens are lit by a single ceiling fixture 
with little or no aid from wall brackets. 
Yet the average lamp in the kitchen )\as 
a wattage of 54.5 watts. No wonder 
there are complaints against home cook- 
ing. 

Perhaps home shaving is on the wane 
and Tony the barber is getting more cus- 
tomers. Possibly more American men 
secretly hope to join the House of David 
baseball team. Or perhaps the average 
man doesn’t shave except on days when 
bright sun light streams through the 
bathroom window. At any rate, Nela 
Park data hounds find that the average 
wattage of the bathroom lamp is only 
39.4, far too low for accurate razor use 


HALF A PORTABLE 
LAMP IN BEDROOMS 


Peering into bedrooms, investigators 
found 7.3 per cent of the sockets empty. 
Wall backets had suffered most and a 
higher percentage of their sockets were 
found without bulbs than was the case 
with ceiling fixtures or portable lamps. 
Despite all the advertising and display 
by department and furniture stores of 
boudoir lamps, dressing table lamps and 
all the other bedroom lamps designed to 
appeal to the feminine fancy, there is 
only a single portable lamp of any sort, 
not in each bedroom, but in every other 
bedroom ! 

Dining rooms tell a similar story— 
10.7 per cent of all the sockets have no 
lamps in them. Lamps are missing in 
the ceiling fixtures, in the wall brackets 
and in the portable lamps. 

Not all halls surveyed have ceiling 
fixtures and only a very small percentage 
have wall brackets. Even in these poorly 
lit halls over 5 per cent of the sockets 
are today devoid of lamp bulbs—lost load 
for utilities and unsold markets for lamp 
merchants. 


BETTER SELLING 
TOOLS AVAILABLE 


Apparently we in the electrical in- 
dustry have been thrown for a temporary 
loss in our plunge toward lighting ade- 
quacy in the home. The depression was 
at least partially to blame. Lack of atten- 
tion to lighting equipment sales, due to 
concentration on appliance selling, is also 
suspected by the lighting experts. But 
perhaps most of all we've been held back 
because until now there has been no 
simple or easily understandable science 
of seeing. We had no sight-meters; we 
had no way of quickly showing men and 
women how little light they were getting 
and how much more light they needed 
for proper sight. Some encouragement 
can certainly be taken from the 1934 
General Electric survey and also from 
a comparison of this recent survey with 
the study also made by the Nela Park 
organization ten years ago. Obviously 
there can be no talk of saturation in 
lighting equipment sales. Doubly en- 
couraging, too, is the combination 0! 4 
large waiting market plus a brand ew 
believable science of seeing, new t.)! 
like the sight-meter, new products such 
as the I. E. S. approved study lamp 1 
the new indirect portables and a icw 
technique in lighting education and sa °s 
Couple all these favorable conditions » ‘h 
the amount of money being spent in liz 
ing education and advertising and ‘¢ 
opportunity is quickly apparent. ~ °° 
remember that no attempt was made 
this recent survey to discover the 
or condition of portables and fixtu es 
now in use in American homes. Ho: «5 
with obsolete, inefficient, outmoded lig ‘- 
ing equipment are a ripe market * 
today’s newer, better and more deco + 
tive lamps, fixtures and other light ¢ 
fitments. 
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ADVISE .. don’t sell the prospect 


by John W. Jessee 


President, Electric Appliance Co., Santa Ana, Cal. 


we try to so maneuver the con- 

versation that we become advisers 
to the prospect instead of salesmen. 
We assume that every person who en- 
ters our sales rooms and looks at ap- 
pliances is in the market ; so we let the 
merchandise do most of the talking 
unti| the prospect has indicated inter- 
est in and a preference for a certain 
model. 

Since we have done nothing but ex- 
plain merchandise thus far, the pros- 
pect feels that she is not likely to be 
high-pressured, whereupon she drops 
her defense and asks questions. These 
questions often give us some idea of 
the size of the family, the problem, 
the financial ability ; whereupon, as ad- 
visers, We Can suggest equipment. 

In so far as washers and ironers are 
specifically concerned, this method 
helps to eliminate the demonstration of 
several makes and models. However, 
demonstrations of washing machines 
are not so necessary as demonstrations 
of ironers. Nevertheless, we find a 
little point is quite helpful in washer 
demonstrations. The demonstrator 
carries with him a short length of gar- 
den hose which he uses to convey water 
from the faucet to the washer ; it makes 
the handling of the water seem so much 
easier. Incidentally, when we sell a 
washer, we give the purchaser a four- 
foot length of hose. 

Several important psychological fac- 
tors are involved in the demonstration 
of an iron. One of them deals with 
the term “demonstrator.” In the mind 
of the average prospect the term is ob- 
noxious, for it describes a person who 
has had special training in some activ- 
ity and who possesses a bag of tricks 


which enables her to accomplish a task 
easily, 


| . THE sale of major appliances, 


Mrs. Jessee, Demonstrator 


We avoid this by having Mrs. Jessee 
do our demonstrating ; not because we 
cannot afford to hire a demonstrator, 
but because we can say in a most casual 
sort of way, “Mrs. Jessee will come 
out and show you how to operate your 
ironer.” The prospect feels that, since 
Mrs. Jessee is a housewife like herself, 
she has no technical training, and there- 
fore has no bag of tricks; and that, if 
Mrs. Jessee can operate an ironer effi- 
ciently, she can, also. 

A man never should attempt to dem- 
onstrate an ironer. He may think he 
is doing as good work as a woman can 
—perhaps he is—but the average 
housewife is orthodox in her belief 
that no man can iron anything as well 
as a woman can. Regardless of the 
excellence of his work, the prospect 
will find some fault with it, and say 
to herself, “If that’s the best he can 
do with one of those machines, I don’t 
want one. 

\nd so we tell the prospect, “We 
do not furnish demonstrators, but Mrs. 
Jessee will come out and help you with 
your first ironing.” 

The first thing Mrs. Jessee does, 
however, is to study the housewife. 
Is she dextrous, or is she clumsy? If 
sh appears dextrous, Mrs. Jessee runs 
through a few pieces to show her how 
to operate the ironer; then permits her 
to iron pieces that are similar in type 
to those ironed by demonstration. 
Orher types are similarly demonstrated 
until finally the woman has been shown 
how to iron the most difficult pieces 


and has been given an opportunity to 
iron some of them herself. 

If the woman appears to be awk- 
ward, much of the first ironing is done 
by Mrs. Jessee. The housewife is kept 
off ‘the difficult pieces, such as shirts, 
until she has mastered an ability to 
iron easy items. A second demonstra- 
tion is then made and the housewife is 
taught how to iron difficult pieces. We 
never leave a customer until she has 
become fairly proficient. 

We never leave an ironer in the 
home for trial. If the first demonstra- 
tion does not close the sale, we take it 
back to the store ; and, if we believe it is 
worthwhile, we will take it out on a 
second demonstration. We do not 


cide against buying. 


Mrs. Jessee demonstrating an 
ironer. In_ the bac 
Mr. Jessee is showing a washer 

to a prospect. 


want a prospect to use the equipment 
without our supervision, for she might 
make errors that will cause her to de- 


It is through our service department 
that we obtain the majority of our 


iIroners 


leads for washers and ironers. Most 
dealers do; but we use our service de- 
partment in a slightly different manner. 
It is a primary activity of our business. 
It is manned by mechanics who have 
had years of experience on all makes 
and models of equipment so they can 
quickly locate the trouble and also 
quickly remedy it. They have at hand 
ample stocks of replacement parts—so 
ample, in fact, that even exclusive 
agencies for some makes of appliances 
frequently come to us when their regu- 
lar sources are unable to supply them 
quickly—and, by the way, we are lo- 
cated in a small community. 

Because of the consistent and nation- 
wide advertising of certain manufac- 
turers, public acceptance of their prod- 
ucts is more certain than it is of others. 
We can offer better allowances on pop- 
ular makes because they will sell faster 
even as used machines. In some in- 
stances, we completely rebuild them; 
in others we simply overhaul them for 
the customer. 


at imal ae 
it 
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@ In half the homes of the country, a family wash- 
ing is done. In hundreds of thousands of other 
homes laundry wet-wash is used. For every home 
where a washing is done, an ironing has to be 
done, too. 

This makes a great sales opportunity for the 
Scot-Ironer... and the Scot-Ironer is the one any 
woman who has used an ordinary hand iron can 
use like an expert on the first attempt. 

The Scot-lroner will either press or iron. The 
woman can iron her own way, without having 
to keep pace with any set mechanical speed. It’s 
motorless, gearless and fully ball-bearing equipped. 
Pressure is automatically applied. Equipped with 


© The Scot-Ironer has 
no motor, no gears... 
is fully ball-bearing 
equipped. At last! 
There's a modern 
way to iron. 
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SCOTT MANUFACTURING COMPANY, 5312 


three independently controlled Chromalox heat- 
ing elements, the Scot-Ironer permits heat to be local- 
ized to any part of the ironing shoe... an exclusive, 
original feature found only in the Scot-lroner. 
It saves time, saves work, saves electrical cur- 
rent and satisfies the user with better ironing re- 
sults. The Scot-Ironer is the only ome of its kind 
and the differences are what give it its big poten- 
tial market and make it a volume sales accessory. 
You'll like the Scot-Ironer franchise. You'll 
like the selling price. You'll like the profit. For 
full details of this revolutionarily simple ironer 
—simple mechanically and simple to operate— 
use the coupon. 
WESTMINSTER AVE., PHILADELPHIA, PA. 


SCOTT MANUFACTURING COMPANY, 
5312 Westminster Ave., Philadelphia, Pa. 


I am interested in the sales possibilities of the Scot-lroner and 
would like full details on design, operation, selling price and 
your liberal dealer proposition. 


Name 


Street Address 


City State 
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Thank you, 


Mr. GRONEMEIER ¢ 


thank you for your unsolicited letter, which is repro- 


duced below. 


It is typical of the many letters and postal 


cards we're receiving from a goodly portion of our 25,000 


readers. 


They, too, like the new Electrical Merchandising 


and say they are reading both editorial and advertising 
pages even more thoroughly than they did the older maga- 


zine. 


GRONEMEIER 
Hardware Company 
ESTABLISHED 1874 


Member Indiana Retail Hardware 
Association 


Electrical Merchandising, 
330 W. 42nd St., 
New York City. 


Gentlemen: 


Alfred S. Gronemeier Ralph A. Gronemeier 


Kitchenware, Paints, Roofing, Auto Supplies, 
Tools, Sporting Goods and Electrical Appliances 


RADIOS AND REFRIGERATORS 


Mount Vernon, Indiana 


August 20, 1934. 


We have been reading Electrical Merchandising for several years and 
want to compliment you on the new large size of the last three 


months edition. 


This is an outstanding paper and we are able to 


get more sales information as well as leads for new merchandise 
from each of the last three issues that we ordinarily would get of a 


twelve issues of any other Electrical magazine. 


good work. 


Keep up the 


Yours very truly, 


GRONEMEIER HARDWARE CO. 
(Signed) Ralph A. Gronemeier 


The NEW ELECTRICAL MERCHANDISING 


offers manufacturers of electrical merchandise an ideal me- 
dium thru which to address 25,000 electrical merchants who 
sell America its electrical home equipment. 


QUIT 


GUESSING 
ABOUT 
DELIVERIES 


USE RAILWAY EXPRESS 


Why worry about your ship- Our 
It is easy to make 
sure that they will go through 
quickly and safely by han- 
dling them through the re- 
sponsible, nation-wide organ- 
ization of Railway Express. 
By this way you are sure of 


ments? 


double receipt system, 
both on pick-up and delivery, 
gives an accurate check on the 
time of transit and arrival. 
Rates include liability, and 
are moderate for the quality 
of the service offered. Tele- 
phone your local Railway Ex- 
press Agent for service or in- 


swift transportation, careful formation and make a point of 
handling, and prompt deliv- specifying Railway Express 
ery on arrival in all important for everying you want to 


cities and towns. 


ship. 


The best there is in transportation 


RAILWAY EXPRESS 


AGENCY, Inc. 


SERVING THE NATION FOR 95 YEARS ® NATION-WIDE SERVICE 


The way a man asks a waitress 
what’s good to eat—with the 
menu right before him—illus- 
trates how susceptible a cus- 
tomer is to personal example. 


EORGE RECTOR, in his de- 
lightiul tales about the cookery of 
his father’s famous restaurant, 
quite forgets to mention the fa- 
miliar scene that nightly takes place at 
eight tables out of ten: The customer 
who looks the menu over and whispers 
to the waitress: “Confidentially, what 
did you pick out for yourself today ?” 

From choice tidbits to electrical re- 
frigerators is no jump at all in the mind 
of the public. People do think that the 
salesman of anything gets inside knowl- 
edge, and feel that his personal choice is 
very revealing as to what one should buy. 

A keen understanding of this precept 
stands behind much of the success of 
Mrs. Elizabeth Tuttle as a saleswoman 
of de luxe refrigerators. The good 
people of Chariton, Iowa, 5,365 souls in 
all, never forget that she is the wife 
of G. R. Tuttle, owner of a hardware 
company. They know she is a member 
of the First Presbyterian Church and 
the Order of the Eastern Star. They 
know, too, that she chose a de luxe Kel- 
vinator for her own kitchen. 

This policy of practicing what she 
preaches is responsible for much of the 
conviction that enabled her to sell, single- 
handed, twenty de luxe boxes out of a 
total of twenty-six sales in 1933. To 
date, her 1934 sales rec- 
ord holds the same over- 
whelming percentage of 
high priced units. Now 
Chariton is no million- 
aire’s playground. There 
is competiton on the 
ground, and it would ap- 
pear that Mrs. Tuttle 
must have something 
more than a rabbit’s foot. 
With a $17 to $30 more 
profit on each de luxe 
sale, her ideas on how to 
make them are good. 

“The de luxe model that 
stands on a dealer’s floor 
cannot speak,” she says. 
“To a casual glance it 
does not look so very 
much better than a lot of 
others. However, there 
is a fountain of knowl- 


edge about the de luxe in your home is best 


that any salesman may 
tap and talk about. He 


onfidentially... 


WHAT DID 
YOU PICK? 


six months and gone. Some other one 
takes his place. That is not my posi- 
tion. I am here to stay. I shall face 
these customers and their friends {or 
years to come. I want them to know 
that they can depend on what [ tell them 
and that is the way I work. The com 
monest trend of the salesman is to fol- 
low the line of least resistance. Un- 
fortunately this is not a straight line—it 
is a curve, the curve of a boomerang 
Thousands of electrical refrigerators 
were sold in this country during the last 
two years that are hopelessly inadequate 
for the families they are supposed to 
serve. Many have caused dissatisfaction 
and more will in the future. We will not 
have to face this dissatisfaction for we 
have persistently sold large machines.” 
Hurried closing, in Mrs. Tuttle's 
opinion, is one of the reasons so many 
low priced sales are made. Nothing takes 
the prospect off his feet like a “No, | 
would rather you wouldn’t take this box 
I'd rather have you think it over first.” 
Although not socially inclined, Mrs. 
Tuttle maintains contact with every 
gathering that takes place in Chariton 
by offering to bring over a tray of frozen 
dainties for the party’s dessert. If al- 


lowed, she will tell how she prepared 
them. 


This standing offer gives her an 
audience with the best 
families in Chariton and 
the chance to present her 
story under most favor- 
able conditions. 

Mrs. Tuttle’s metliod 
is to sell the woman of the 
home, and very frequently 
she closes her deal there 
No down payment is ad 
vertised in the more 
less institutional cop 
used by the Tuttle Ha 
ware Company and th 
customer is allowed | 
set his own amount. Une 
of the most effective 
phrases used in her c! 
ing, after she has gi 
the prospect warme: 
to where he is buying 


7 


A de luxe refrigerator rather than being sol 


the remark that 3c. a 
additional gives him 


stimulation to de luxe de luxe job. 


The going was not 


can tell them about the selling, Elizabeth Tut- ways so sweet as it i 


porcelain, the Armco iron 
beneath the porcelain, im- 
proved cabinets, the 
freezing speed, the frost chest, the ‘time 
leposit’ vault where they can keep food 
in a frozen state. 

“When I am selling refrigerators,” 
she went on, “I know that I’m ‘on the 
spot.’ Other salesmen are here a year or 


ELECTRICAL MERCHANDISING--SEPTEMBER, 1 34 


tle says. 


day. In Mrs. Tut 
first season she had 
luck in selling either 
the two models that the store purch: 
and ended the year a flat failure. Chang 11 
her methods she sold twenty the foll 
ing season, and last year had the rec “d 
on de luxe refrigerator sales for 
country. 
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A ways of REACHING PEOPLE 


without 
“Hitting the Pavement” 


The nucleus of a clever cooperative idea exists 
in the Wieboldt department stores, Chicago. 
James Parker permits his ABC ironer demon- 
strators to do up aprons used by elevator oper- 
ators and various sales girls. Needless to say, 
the work is an example of perfection, and it is 
but a step to putting a tag on the girls in the 
elevators, the candy department and other parts 
of the store, bearing the legend: ‘This apron 
was ironed in our demonstration in the b t 
Be sure to see it.” 

Thus quietly and unobtrusively, many de- 


photos by 
Tom F. Blackburn 


With bank accounts a scarcity, a Chicago elec- 
trical firm has hit upon a simple means of at- 
tracting floor traffic. People bring in money, lay 
it down (check tax additional) and the proprietor 
writes a personal check payable to whomsoever 
the customer designates. It is cheaper than a 
money order, quick, handy and without risk 
and the scheme gets people into the store. 


partments can be made to direct traffic to the 
appliance department which might otherwise 
be overlooked by the store visitors. 


Believing that any woman who has worn out a washboard is an 
excellent prospect for a washing machine, the Tri-City Hardware 
Company of La Salle, Ill., recently filled a window full of new wash- 
I boards which were offered at cost to women in La Salle, Peru and 
Oglesby, the three towns which the firm serves. At a cost of 39c 
cash the boards brought in a crowd of bargain hunters who tipped 
themselves off as being excellent prospects for ABC washers, a line 
that Luis and ‘‘Butch" Orlandini, the proprietors, feature. 


a THROUGH THE App IANCE DEPARTMENT 
— TO THE BEAUTY PARLOR 


Franks Department Store in Fort Wayne, 
Indiana, has tried the unusual plan of having the 
electric appliance department next door to the 
beauty shop. Customers thronging in to get 
their finger waves have to pass beside neat rows 
of Speed Queen Washers and gaze while wait- 
ing upon many tempting appliances. 


| 
ba. 
1 LETS CANDY COUNTER SEND THEM IN 
4 
WRITES CHECKS FOR BANKLESS CUSTOMERS 
. 
rd 
— = 
| aig A 3) 
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% From a survey made this year in 10 principal cities by R. L. Polk & Co. It does not include those General Electric 
Monitor Top Refrigerators still giving satisfactory service but which have been disposed of by their original owners. 


ENERAL ELECTRIC Monitor Top 
G Refrigerators continue to give satis- 
factory, dependable, trouble-free service 
year after year. Because of its unparalleled 
performance record General Electric now 
offers 5 years’ protection on the Monitor 
Top sealed-in-steel mechanism for only $1 
a year—the standard 1 year warranty and 
4 more years’ protection for only $5. 


Owners tell their friends... build good will 


for the G-E... pave the way for sales to 
others. Moreover, G-E Refrigerator owners 
themselves are prospects for other major 
kitchen appliances—a General ElectricRange 
or a General Electric Dishwasher. General 
Electric offers the complete kitchen line, 
with a wide range of models. There’s a 
model to fit the needs of every family, 
every income. Thus the sale of a refriger- 


ator opens the way for the sale of addi- 


G-E IMPERIAL RANGE 
New, super-automatic electric 
range ... the most modern, finest 
equipped range ever presented. 


G-E MARQUIS RANGE 


Sets a new standard among modern, 
popularly-priced electric ranges... 
styled by G-E Institute specialists. 


Lites Som 


G-E DISHWASHER 


The next great sales opportunity 
for the modern electrical dealer ... 
A size and model for every home. 


tional appliances . . . and bring 


additional profits to the G-E dealer 


The new G-E Monitor Top Refriger 
ator with its famous sealed-in-stec 
mechanism is recognized as th¢ 
standard of excellence. Modernlj 
styled, and with its long record fof 
dependable service at low cost, i 
enjoys widespread public preferenc 


The new G-E Flat-top Refrigeratot 
offers quality, distinctive design ant 
convenience features unmatched if 


conventional type refrigerators 


And, now the new G-E Liftof 
Refrigerator with its low operatin 
cost is offered at a price tha 


97% of G-E Refrigerator’ | 
factory 5‘ 
5 years are still giving satis 
to their orig satisfaqon 
record of customer 
FO 
| 
Sizer 
BOTH TOR THE PRICE OF 
| | | 
| With | 
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A G-E REFRIGERATOR 
FOR EVERY MARKET! 


With the Monitor Top, Flat-top 
and Liftop models, G-E dealers 
can offer a refrigerator for every 
sized family, every in- $7732 


come! Price as low as 
plus freight 


appeals to the big, mass market. The 
tconomy and convenience of G-E 
tefrigeration is placed within reach 
of every wired home in the country. 


With many types of electric ranges 


and dishwashers . . . with a kitchen 
planning service for customers who wish 
to remodel and modernize their kitchens 
...General Electric rounds out a complete 
line of electrical home servants unmatched 
for dependable performance, convenience 
features, low cost ...and built by the 
world’s largest electrical manufacturer. 
Write or wire for details of the General 
Electric franchise. General Electric Com- 
pany, Specialty Appliance Sales Dept., 
Section DE9, Nela Park, Cleveland, Ohio. 


In the all-electric kitchen, G-E 
dealers are offered opportunities for 
increased sales and profits. The G-E 
Institute helps dealers to plan and sell 
complete kitchens to their prospects. 


1* 7 
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Here's our stranger again (left) listening in to J. E. N. Hume 
(Schenectady) and F. H. Babcock, the well-dressed man from 
New York. 


was 
sti 
John Owen (E. B. Latham), R. J. F. Cullen (Supply Corp.), —_ "Boney" Atkinson, vacuum cleaner and entertainment geniu p.2 
J. Galloway (GE, N. Y.) Robert Downey (E. B. Latham, see getting the band going in the ballroom of the Stratfield durin» hn 
Newark) and R. Roden all look cheerful. A~1) 4 the banquet. sec th 
‘ have 


their 


“Dave Spooner of the 


John Wicht took a lot of Bridgeport Works listened 1931, 
pride in the new Lurelle to a lot of congratulations Quee 
Guild-designed washers at on his talk and relaxed to necti 
the merchandise exhibits. have his picture taken. Hunt 
toget 
the s 
yea 
We know Dave Kelly (W. R. Ostrander, N. Y.), second from e e E. E. Potter of the Lamp Works looks perplexed as T. B Pt 
left and Bill Cresswell (Crannell-Nugent-Kranzer) on the end, ivy | t r | | | t 0 r _ Schmid of the Crescent Electric, Dubuque, dishes out a hot : I 
but we can't find the other boys’ names. one. We don't recognize the back of the head. ing 
WZ mach 
perio 
drop 
a ques! 
have 
Kala 
meul 
BRIDGEP (ok 
or ¢ 
Tl 
of tl 
who 
candid camera shots pr 
by Laurence Wray ng 
T. K. Quinn, GE vice-president and Paul Zimmerman, Re- F. W. Wheeler (merchandise dept., Dallas) turns away as J. 2 
frigeration Dept. head, talk things over with Les Moffatt, W. Mclver (Bridgeport) squares his jaw for cnatian Govt depa 
editor of Electrical Merchandising. Who is that on the right? — 
othe 
are 
Apologies to C. E. Wilson (G.E. vice-president, Bridgeport): pron 
You moved so fast, Mr. Wilson, that even the candid camera 
couldn't catch you. a. 
tem 
and 
ing 
thro 
6,00 
—tl 
spac 
kno 
That's John Busey on the extreme right who hopped outside a yee 
the auditorium long enough to be snapped with some of the Boney" Atkinson told us that most of these boys were from 
other GE men at Camp Merchandise. the coast. Maybe that's why we couldn't find anybody here tors 
that could give us their names. the 
mer 
T 
was 
John Johanson (G.E. Supply), L. G. Moore, Jr. (G.E. Supply of 1 
Corp. N. Y.) “Art"’ Grove (Hotpoint ad. mgr.) and Pat Shaw cial 
(Supply Corp., Chi.) on the steps. hel 
nec 
chit 
Tou 
wit 
wh 
frig 


sole 


C. M. Lynge (Bridgeport), Herb Knock (Schenectady) and 
what looks like Merrilhew of Schenectady enjoying the 
recess between speeches 


This must be after lunch. Jim Hughes (Langdon-Hughes 
Electric, Utica) and Leo Meagher of the same outfit talking 
to an unidentified back. 


Frank Elliot (Elliot-Lewis, Phila.) his sales mgr., J. P. Me- 
Ithenny, ay Turnbull (G.E. Bridgeport) and Dave Harris 


(V.P. Supply Corp., Sen Francisco) in the yard. 

(Below) This looks serious. F. K. Bybee (Supply Corp., 
Cleveland) giving an earful to Ed Van Winkle (Supply Corp., 
Cincinnati) 


Freeman Barnes, impressario of the Incandescent Lamp Works 
in Cleveland and “Doc"’ Allison of EEl's Refrigeration 
Bureau, find a point of agreement. 


Ferris S. Goodell (mdse. dept., Birmingham Ala.) doesn't 
seem to be listening to John Owen of E. 8. Latham. 
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special Stunt Spurs 


Furniture Store Trattie 


(on the first day of spring Ver- 
meulen Furniture Company, Kalama- 
zoo, Mich., had 5,000 people in its 
store between the hours of 7 and 10 

he crowd was so thick you couldn’t 
sec the washers (Speed Queen) or the 
reirigerators (Grunow, Mayflower) on 
the appliance floor. 

Take the word of both persons in 
that crowd and of clerks in the store. 

For three years now Vermeulen’s 
have been staging a Treasure Hunt as 
their spring opening. Since July, 
1931, they have been selling Speed 
Queens. Not that there is any con- 
nection between washers and Treasure 
Hunts, but the two have developed 
together in Kalamazoo. Meanwhile, 
the store has been building good will, 
and selling an average of 300 washers 
a year. 

Two years ago, in the week follow- 
ing the Treasure Hunt 22 washing 
machines were sold. This year, for a 
period of two weeks, prospects kept 
dropping in after the Hunt to ask 
questions about washers they did not 
have time to ask the night of the Hunt. 
Kalamazoo looks forward to Ver- 
meulen’s Treasure Hunt just as they 
look forward to the Fourth of July 
or Christmas. 

The Treasure Hunt is an application 
of the contest idea in which the people 
who come to the store have to go into 
every department in the store. In do- 
ing so they are greeted by salesmen. 
They must pass through the appliance 
department and through the household 
furnishings department, as well as the 
others. They learn where departments 
are in the store, and that knowledge 
prompts them to return later in the 
year. 

An orchestra played in one of the 
departments, with an amplifying sys- 
tem carrying the music to all floors 
and outside. Announcements regard- 
ing lines sold by the store were made 
throughout the evening. In addition, 
6,000 roses were given away. 

In the main floor appliance division 
—the furniture store gives preferred 
space to its appliance department, 
knowing the value of floor traffic— 
demonstrations on washers, refrigera- 
tors and ironers were held throughout 
the evening, with eight salesmen aug- 
mented by factory representatives. 

The Treasure Hunt may feature 
washers, but M. E. Lower, manager 
of the appliance division, says no spe- 
cial promotions, sales or premiums are 
held with Speed Queen. “It isn’t 
necessary,” he said. “Washing ma- 
chine business is steady the year 
round. Just as an example of that, 
without any special promotion, and 
when we were concentrating on re- 
frigerator sales in April and May, we 
sold 31 washers in 34 days. 


“Washers are sold off the floor with 


a down payment before they leave the 
store, making a home demonstration 
unnecessary. When sold in one 
neighborhood they create many more 
sales in that neighborhood for us.” 
A Speed Queen 23 years old, still 
with its original gears, and in perfect 
perating condition, is displayed by 
store as mute evidence of the 
irability of the machine. Salesmen 
point it out to pospects. 
With Vermeulen’s selling 300 or 
ore washers a year, purchases are 
ade in carload lots. No outside 
ilesmen are employed—the store is 
rimarily a furniture store. People 
“re attracted to the appliance division 
large newspaper advertisements. 
he company’s tenth anniversary was 
celebrated in March. Proceeding the 


Treasure Hunt 25,000 broadsides were 
distributed throughout the Kalamazoo 
trade area, not overlooking neighbor- 
ing towns. 

The store maintains a service de- 
partment for its washers, radios and 
refrigerators, employing two men at 
all times. No effort is made to sell 
the service department especially, but 
when a washer is sold the customer 
knows he is able to have service, Mr. 
Lower says. “Service keeps a cus- 
tomer sold and sells his neighbors,” he 
said. 

Vermeulen’s handles, in addition to 
the lines named, radios (Philco), iron- 
ers (Simplex) and vacuum cleaners 
(Bee Vac.) The store is owned and 
operated as a partnership by Leslie 
Vermeulen and Harold Vermeulen. 


Hales Writes 
Customers’ Code 


In the belief that the customer had 
thus far felt himself neglected in the 
various codes written under the alpha- 
betical auspices of recovery agencies, 
Hale Bros. of San Francisco during 
recent months appealed to their cus- 
tomers to write a customers’ code for 
the store. 

A full page ad was run in one of 
the Sunday papers which took the 
form of a detailed questionnaire. 
Four thousand readers tore out the 
page, filled in the answers and sent 
the replies to the store. They ex- 
pressed themselves frankly on such 
questions as these: How many times a 
month do you have guests in for 
dinner? Have overnight guests? Are 
you doing more buying now that you 
were a year ago? What would you do 
with the $10 you save out of your 
month’s spending money—Buy ap- 
parel? Something for the home? 
Who is your favorite domestic science 
writer in San Francisco papers? Are 
you planning to buy—An electric sew- 
ing machine? Radio? What do you 
expect to pay? And so on. Twenty- 
five general questions were asked and 
opinions as to type and price were 
solicited on forty nine classes of mer- 
chandise. Customers were told that 
their replies would govern the policy 
of the store for the coming months and 
were urged to follow Hale Bros. ad- 
vertising in order to learn what the 
replies to these questions had been. 

In addition to the 4,000 replies re- 
ceived in response to the advertise- 
ment, Hale Bros. employed 100 can- 
vassers for three weeks to contact 
housewives in selected districts of the 
city, asking them virtually the same 
questions. Five thousand replies were 
received from this source. The total 
number of answers was then carefully 
tabulated and analyzed, results in per- 
centages being sent to department man- 
agers for their guidance in planning in- 
ventory and price ranges for the com- 
ing months. Advertising naturally, 
featured the fact that the store was 
following customers’ wishes in price 
and quality. 


Starts In Appli- 
ance Department 


HERE always has been an Ernest 

Kern in Kern’s department store, 
large downtown location in Detroit, 
Mich. The latest is Ernest Kern III, 
nephew of the present store manager. He 
is just learning the business. And, he 
is learning it first in the electrical ap- 
pliance department. 
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Weichman Hardware, Wausau, Wis. 


Put on special sale advertising the low priced 
Speed Queen and sold 56 machines in one week 
—40 of which were the $54.50 Model F or better. 


Kitz & Pfeil Hardware Co., Oshkosh, Wis. 


Put on special sale featuring the low priced 
Speed Queen and sold 33 machines in one week 
—28 of which were the $54.50 Model F or better. 


Finke Furniture, Evansville, Ind. 


Ran special sales event featuring low priced 
Speed Queen 8 times during past year. Best sale 
was 94 machines in one week. Poorest sale was 
64 machines in one week. In last sale only 9 
low price units were sold out of the 64—others 
being stepped up to longer profit units. 


Doc and Bill Furniture Co., Oklahoma 
City, Okla. 


Took on line and first week sold 54 Speed 
Queens as a result of special sale advertising low 
price Model M. However, unusual step-up fea- 
tures of Speed Queen Line enabled dealer to 
step customers up to higher priced models. Only 
11 out of the 54 were Model M’s. Sale was re- 
peated last month and 58 Speed Queens were 
sold and again only 11 were low priced models. 


Siegel Furniture Co., Des Moines, lowa 


Sold three carloads of Speed Queen washers 
first half of this year. Due to the outstanding 
step-up features of the Speed Queen Line, only 
2 washers of the 3 carloads sold were low priced 
numbers. 


Vonnegut Hardware Co., Indianapolis, Ind. 


Sell hundreds of Speed Queen washers year-in 
and year-out. Very few of their sales are on 
low priced models. In fact, a large percentage 
of their sales are on the Model A Monel Metal 
Speed Queen retailing for $74.50. 


May Electric Co., Aurora, IIl. 


Sold nearly 100 Speed Queens since taking on 
the line late this Spring. They have found that 
the step-up features of the Speed Queen Line 
make it easy to sell the long-profit models. 


HE above cases are cited in 

order to emphasize this im- 
portant point: You can’t make 
money selling low priced washers. 
Although you need a low priced 
unit for advertising and promo- 
tional purposes—you must be able 
to move an appreciable volume of 
higher priced models in order to 
make a satisfactory profit. A line 
of stepped-up prices is not enough 
to lift prospects from the low end 
machines into the important profit 
bracket. 


How Speed Queen dealers are 
doing a successful job in step-up 
merchandising is graphically out- 
lined in a special broadside just 
printed. If you are interested in 
seeing a copy, sign and mail the 
coupon below. 


BARLOW & SEELIG MFG. CO. 


Ripon, Wisconsin 


The Speed Queen Line consists of six 
models in a _ logically stepped-up 
range of popular prices from $39.50 
to $74.50 (higher in West and 
South). 


Manufacturers of Household Appliances 


Also Simplex Ironer in both Open 
Since 1908 


Top and Cabinet Models. 


BARLOW & SEELIG MFG. CO., Ripon, Wisconsin 


Please send copy of your broadside on step-up selling and also full details of 
dealer proposition. 
NAME 


ADDRESS 


cITY STATE 
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and 10 Philosophy 


HEN Woolworth opened his store in Water- 
town, his competitors were thinking in terms of 
dollars. Woolworth thought in terms of twenty nickels. 
The bets against fortune were the same but Woolworth 
used smaller chips 
It seems to us that Woolworth’s commercial philosophy 
might bear examination. Twenty nickels or ten dimes 
are as good as any man’s dollar when rung up on the 


cash register. Similarly, ten sandwich toasters are as 
good as any man’s refrigerator in the sales report. We 
wear out acres of oak-tanned sole leather searching for 
one customer who can be persuaded to buy a $100 ap- 
pliance, and in so doing pass dozens of prospects who 


could be persuaded to buy a $10 table appliance 
It doesn’t make sense 


a 


Light the 
Stepping-Stone 


HERE is a stiff-neck tendency upon the part of 

some appliance manufacturers and dealers to cast 
a fishy eye upon lighting activities. Arithmetic proves 
they’re right, history proves they’re wrong. Arithmetic 
proves that the sale of one $100 refrigerator rings up 
on the cash register as much gross as a thousand 10 
cent lamps. History proves that there never was sold 
a $100 refrigerator in a home that did not have light. 

In the beginning, this was a lighting business. The 
company which supplied energy was “the light com- 
pany,” the bill was “the light bill.” Then came the 
first crude heating appliances which screwed into lamp 
sockets—the first crude motor driven appliances, which 
also screwed into lamp sockets. The point we would 
emphasize is that the lamps and sockets were there first 
—stepping stones for appliances. 

This process of electric evolution did not stop ten or 
twenty years ago, it is still going on. As lighting 
standards rise, appliance acceptance rises. It always 
has and we think it always will. Light and appliances 
are not in competition, they are in partnership. 


Time Payment Charges 


ECLARING that department stores are extending 

credit for time payments on too low a basis, Con- 
stance Kent, writing in August Today, states that the 
cost must be partly recovered by an increased mark-up on 
merchandise, borne equally by the cash customer, or 
through increased volume of sales. 

“Most department store rates are 6% on the original 
balance,” states Miss Kent. “The true rate is 11.7%. 
Department store rates are the lowest in the consumer 
credit field. Even credit unions, which pay no taxes, and 
which usually pay no rent or salaries, cannot compete 
with them. Credit union rates range between 1 and 14% 
on actual monthly balances. If the installment credit 
business of the department is to pay its own way—that is, 
if the cost of financing is not to be charged partly to mer- 
chandising, the rate should be stabilized at 14 to 14% 
per month.” 


Lerregs 


Epiror: 

Your editorial in the August issue of Electrical Mer- 
chandising under the heading of the “Merchandising 
Month” is very interesting. 

There is one item that seems to be overlooked, that 
the larger department stores seem to participate in, which 
should add to a greater overhead expense and that is 
the small financing charge that they add to the unpaid 
balance and the long term of payments that they grant 
to their purchasers. Some stores will give 2 year pay- 
ments without any interest at all, others will charge 
bank rates for payments divided over 3 years. 

This condition must cost the department stores some 
money which they charge to advertising or something 
and which gives the small merchant using agencies for 
the discount of their paper a great deal of trouble. 

It also means that the small merchant in order to com- 
pete with the small discount given by the department 
store has to chisel on the list price of a competing box. 

If the department stores were to raise their carrying 
charge to established prices, such as issued by the C. 
I. T. or similar companies, I believe that they would 
help to reduce the loss that you show in your article. 

W. C. Burton 
Burton Electric Co. 
St. Louis, Mo. 


Epitor: 


In your August issue, in the description of the Denver 
Home Modernizing campaign, there is a reference to 
automatic switches which operate with the opening and 
closing of the closet doors. 

Many years ago, when the electric light was young, 
I happened to be in a Boston hotel in which all the 
closets had an electric light in the ceiling which was 
turned on by the opening of the closet door. Buying 
soon afterwards a large house, I installed an automatic 
light in every closet. I have never made an investment 
which paid larger dividends in comfort and convenience 
on a smaller outlay. 

Yet I am told by electrical men that only very few 
closets in private houses have such equipment today. I 
imagine that the electrical companies, because such 
equipment consumes only a trifling amount of current, 
have never thought it worth while to go after this 
business. 

That is the narrow view-point which harks back to 
the early days of the industry when rates were so fixed 
that the customer was penalized if he installed too many 
lamps! 

Today service to the consumer is, or should be, the 
dominant motive. I do not know of any greater service 
a company could render its consumers than to call to 
their attention the great convenience of automatic closet 
lights. Arrange to have one closet equipped for any 
customer on request without charge till the work is done 
and to be removed without charge if not satisfactory. 
It will not be taken out, but instead there will be an 
urgent demand from other members of the family “to 
have lights in their closets like the one in Father’s.” 

CHARLES WHITING BAKER 
Consulting Engineer, New York 


EpITor: 


We wonder what your reason was for so vastly in- 
creasing the width and length of “ELECTRICAL 
MERCHANDISING”? From our point of view, it is 
harder to handle, and it is difficult to file with other 
periodicals and trade magazines. Several of the jewelry 
and silverware publications have decreased the dimen- 
sions of their papers. 

We imagine you had some good reason for your 
action, and we are writing this letter, not in a spirit of 
criticism, but as a matter of curiosity. 

Although the matter is not important, we should be 
interested in receiving a reply from you. 

L. A. CONKLIN, secy. 
The Weidlich Bros. Mfg. Co. 
Bridgeport, Conn. 


This change was made after long consideration and 
the search for a style of magazine that would afford 
greater opportunities for display and a generally greater 
readability than was possible with the 9x12 trade maga- 
zine. We believe that the method of makeup which 
prints advertising and editorial material together and 
which has proven successful with many consumer pub- 
lications affords a higher degree of interest thruout the 
magazine than the practice of segregating advertising 
and editorial material. 

The larger page size also affords an opportunity for 
more dominant editorial and advertising display. And 
the practice of making up editorial and advertising ma- 
terial together gives more editorial space. For instance, 
the June issue carried twice as much editorial material 
in square inches as any issue of ELECTRICAL 
MERCHANDISING in the twelve months preceding. 
The July issue carried 25% more. This makes possible 
an enlarging of all departments and a greater number 
of short method items in a readable and attractive 
manner. 

We realize that a publication of such unusual size is 
difficult to file, but we also believe that it is easier to 
read. To be read and not to be filed is, after all, the 
primary purpose of any publication. That the new form 
has found favor with our readers seems to us indicated 
by the fact that our response of voluntary subscriptions 
from the cards mailed with the issue have increased to 
approximately four times as many as we were regularly 
getting from the old 9x12 form. EDITOR 


shoveled by Frank B.Rae,.Jr. 


IT WAS JOHN WANAMAKER 

I think, who said that “Merchants who wait for demand 
wait for the sheriff.” The old boy knew. The greatest 
promotor of sales is merchandise, the most effective 
silencer of the cash register is depleted stock. For 
what you haven’t got you don’t sell... . The other day 
the daughter of a family friend was married. We 
thought it would be neat to send her a swank egg cooker 
—something the young folks could use and get a kick 
out of. . . . Canvass of five stores boasting complete 
electrical departments revealed just one made-to-sell- 
at-a-price egg cooker—capacity two pullet eggs. So we 
bought her a silver soup ladle. 


| AM ARGUING FOR MORE 

dignity and knowledge upon the part of home service 
demonstrators. The personnel as at present constituted 
leaves something to be desired. . . . An example: A 
serious minded homemaker, not so old, bought herself a 
range, asked that a demonstrater be sent to instruct her. 
A week later arrives a gaudily painted and highly per- 
fumed sophisticate, munching mint, chauffered by the 
boy friend in baggy trousers. She let it be known that 
she thought the range purchaser a dumb cluck, snapped 
a few switches, reeled off a couple of paragraphs irom 
page one of the range manufacturer’s instruction book, 
and prepared to beat it. . . . “Have a drink,” said the 
housewife, “you act as though you need it.” 


THE PUBLIC HAS SOMETHING TO SAY 

about the merchandise you handle. Frinst: The manu- 
facturer of one of these new I. E. S. study lamps brought 
in a sample of his unit for my inspection. .. . “It’s the 
best of the bunch,” he claimed, “but the buyers won't 
buy it. They don’t like the shade. Gotta getta new 
shade.” . . . I left the lamp on my desk that night. Next 
morning I found a note from Rosie, the charwoman, 
who redds up the office. “This is a very beautiful lamp,” 
wrote Rosie. 


THE MAN WHO STILL VOTES FOR ANDREW JACKSON 
has a twin in the appliance business. . . . Range sales- 
man tried to talk him into taking on the line. . . . “Nothing 
fluttering,” responded the dealer. “Folks in this town 
can’t afford to use electric ranges.”. . . “Why not?” ... 
“Costs too much for electricity.” .. . “But the new range 
rate changed all that,” argued the salesman. . . “New 
rate? Have they got a new rate?” 


AMONG THE DE-BUNKING 

effects of depression have been the re-valuing of appliance 
manufacturers’ “franchises.” In boom times dealers took 
it on the chin to retain their agency standing. Not any 
more. Thanks to price cutting and private branding, 
electrical appliances are become merchandise. The public 
seems little interested in the name on the hat, but very 
vitally interested in the rabbit that comes out of the hat. 
Unless we are very greatly mistaken, he public is keen on 
results, sour on gadgets. 


QUAIL-A-DAY-DIET SAYS TOM BLACKBURN 

is knocking the pep out of one of the most powerful elec- 
trical specialty sales organizations in America. I never 
tried a quail a day, but I once tried eating a mackerel for 
three days running, so I know what he’s driving at. It 
you want to understand the meaning of the expression 
“fed up,” try quail or mackerel on succeeding days. After 
a week of either you'll never want to look food in tie 
face again. . . . Well, Tom says that this specialty sales 
organization is so completely fed up on salesmanageria! 
tabasco that it just can’t stomach the stuff. A hint here 
for those who still believe in “high pressure.” 


MORE DIZZY STATISTICS: 

The sale of powder puffs, lipsticks, miscellaneous c 
metics and beauty treatments last year equalled $150!) 
for every resident electric meter in America. A big ut! 
with aggressive merchandising policy boasted applia 
and wiring sales of $10.48 per meter customer during 
same year. What this business needs, seemingly, is a 
powder puff salesmen. 


THERE AIN'T NO JUSTICE 

appears to be the belief of those who write in to this 
umn of condemnation. All they tell me is what’s wro! 
So far as the evidence goes, nothing is right. I am su 
somebody is cock-eyed, and it can’t be me. My own ic 
is that while all manufacturers are nerts, all dealers jitt 
ing on the booby-hatch and all appliance customers 
to be tied up in straight-jackets, there still must be a 
bit of balm in Gilead. Let’s have a dash of optimi 
next month. I am gummed on gloom. 
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Three salesmen—37 washers—in February. 


66 RS. JONES, down the street here, 
has a refrigerator. Her name is in 
the directory. Why not ours?” 

Keeping up with the Joneses is a 
great American pastime. Perhaps there 
is no better way of capitalizing on that 
fact than through the plan followed by 
the Carter Electric Company, 112 S. 
Washington street, Kokomo, Ind., pro- 
gressive General Electric dealers. An- 
nually, the store issues a directory of re- 
frigerator users so that neighbors can 
tell who in town has a refrigerator. 

The directory was first conceived two 
years ago. Since then it has proved one 
of the most valuable pieces of sales 
literature the company has, according to 
R. M. Francis, sales manager. A di- 
rectory is left with every good prospect 
so that he can check it over at his leisure. 

The first list of users, compiled in 1931, 
liad slightly more than 200 names. There 
are now more than 400 users in Kokomo. 
So effective has the directory plan been 
that factory sales promotion officials are 
reported to be considering adopting it 
ior dealers throughout the United States. 

The directory declares on the cover 
“Your friends own one—,” and lists a 
group of professions who have them. 
“They demanded the facts, investigated, 
compared, inquired, and then they ap- 
proved the General Electric All-Steel re- 
irigerator.” In the 12 page booklet, 
which is of a size to fit in a pocket, an 
alphabetical list-of users, together with 
either their home addresses or their pro- 
fessions are listed. Besides just a di- 
rectory of names testimonials from sev- 
eral prominent citizens are scattered 
through the pamphlet. 


Users Are Boosters 


“Prospects like the directory,” Mr. 
Francis said. “They find names of folks 
in it they didn’t know owned a refrigera- 
tor and they call up users they know for 
recommendations. Our users are among 
our most enthusiastic boosters. We knit 
them together with the directory into a 
group separate from anyone else, and 
they like it.” 

In the past two years Carter Electric 
Company salesmen have distributed be- 
tween 3,000 and 4,000 of the directories 
in Kokomo territory. There are 7,000 
electric meter users in the city and at 
least 50 per cent have been covered with 
the refrigeration story in the last two 
years. Of the total number of meter 
users Mr. Francis estimates approxi- 
mately 30 per cent are able to buy re- 
Irigerators. 

Kokomo in the past several years has 
been regarded as one of the worst hit 
cities in the country. Formerly an active 
manufacturing center, the city has lost 
an automobile plant, a large steel com- 
pany, a glass plant and several smaller 
ndustries, Last year six banks closed, 
‘pounding all money in the city. The 
population has dropped from 45,000 to 
around 28,000, 

\nd yet, Carter Electric Co. sold 37 

shing machines (General Electric) in 

28 days of February as part of a 

cial sales event! And from April 15 

May 24 this year the company aver- 

d one electric refrigerator sale a day ! 

ll that with only four outside sales- 

i now, and just two in February. 

he washing machine sales event last 

Tuary was accomplished with only 
*’ worth of newspaper advertising. The 

‘ainder was in a carefully planned 

ise to house canvass which proved to 


These men from Carter 
Electric Co., Kokomo, Ind., set that mark. That’s R. M. Francis, sales 
manager, in the middle. 


be 85 per cent effective. Salesmen under- 
took the canvass in the form of a home 
survey, attempting to find out the condi- 
tion of old washing machines. After 
ascertaining that fact an arrangement 
was made to demonstrate new washers. 
Of the demonstrations 80 per cent re- 
sulted in sales. 

Kokomo has been divided into three 


Kokomo, Ind., Dealer 
Issues Annual Directory 
of Refrigerator Users 


divisions for its salesmen, with the com- 
pany using the regular General Electric 
field plan. When the men are canvassing 
a row of pins in a wall map follows their 
progress down a street so that Mr. 
Francis has a check on whether homes 
were skipped or not. “Nine times out of 
ten when a home is skipped it means a 
sale,” he said. The men make approxi- 
mately 20 new prospect calls mornings 
between 9 and 11:30 a.m. and then de- 
vote their afternoon to call-backs and to 
closing sales. 

In completing a transaction the com- 
pany has found that 65 per cent of its 
sales are closed after 4 p.m. The husband 
has to enter into the picture for the final 
signing of contracts. 

Regardless of the condition of old 
washing machines the company has a 
standing offer of $10 on trade-ins. This 
has been highly influential in getting 


Ask the Woman Who Quwns Qne 


R. M. FRANCIS, sales manager, 
Carter Electric Co., Kokomo, Ind. 


business, Mr. Francis said, and at the 
same time has not proved too costly to 
the company. Almost all sales are on a 
short-time basis, with none over 12 
months, he said. 

Hugh Dungan is president of the com- 
pany; Thomas Hekman, vice-president ; 
and John W. Carter, secretary-treasurer. 


Ais these 40 SALES FEATURES 


of a G-E MOTOR 


to Your Domestic 
Washing Machine 


1 INTERCHANGE- ZINCREASED OIL 3 compcete Lu- 4 RUBBER 5 CUSHIONING \6 QuIiEeET— 7 IMPERVIOUS 8 LATCH AS- 
ABILITY — all | CAPACITY — lu-] BRICATION SYS-] MOUNTING— | ELEMENT —lo- |mounting iso- | 10 0iL—-rubber EMBL Y — 
1/4-hp. motors | brication to} TEM— includes} motor runs in| cated as close flates + eer mounting rings | simple, rapid 
have the same | last for lifetime} Oi! throwers, | mounting of} to the bearing Jsingle-phase [treated with | positive, and 
over-all dimen- | of domestic] filtersandseals. | jive rubber.]| os possible to ftorque vibra- | compound for easily accessi- 
sions and are] washing ma- Wool packed | Sets new stand-| obtain maxi- ftion and pre- |protection | ble, requiring 
mounted in the | chine on which} bearings. ard for quiet] mum effective- [vents transmis- | against oil and only a screw 
same cradle. originally in- operation. ness. sion of objec- Jair. driver to attach 
stalled. tionable noise. or detach. 
9 woroRr|10 wasning| 11 sare in| 14 11 € -| 15 sarriour. | 16 strone sta. 
MOUNTING SIM- | MACHINES may | SHIPMENT—] IBLE ROTO R—| FANS—cast PROVED CENTRI- | NALS precision] TOR SHELL— 
PLIFIED— be refitted easi-| mounting de-| pressure-cast] tegral with ‘end | FUGAL DEVICE — ground for long | made of rolled 
is mounted an 


aligned before 
motor is in- 


stalled. 


ly with cor- 
rect motot for 
odd frequen- 
cies or direct 
current. 


signed to pre- 
vent motor's 
drcpping out. 


construction as- 
sures perma- 
nent balance 
and reduced 
noise. 


rings afford the 
most direct and 
effective cool- 
ing. 


rust-procf. Serv- 
ice life has 
been provedby 
cctual tests. 


service life and 
quiet 
tion. 


opera- 


steel, welded 
under pressure 
to hold punch- 
ings rigid. 


17 PERMA- 
NENTLY CURED 
WINDING TREAT- 
MENT—will not 
soften under 
heat. 


18 WINDING 
TREATMENT 
resists water 
oil, and mild 
acids. Suitable 
for use even in 
Tropics. 


19 winoincs 
PROTECTED — 
additional in- 
sulation at all 
important 
points. 


20 LEADS se- 
curely anchor- 
ed to stator 
windings. 


21 
STARTING 
SWITCH —rust- 
proof, wear-re- 
sisting, and 
quiet 


22 ORIP-PROOF 
END SHIELDS— 
prevent falling 
dirt and water 
from entering 
motor. 


23 END PLAY 
NOISE SILEN- 
CERS— in both 
ends. Steel di- 
aphrams and 
protected cork 
cushions damp 
out shaft end- 
bump. 


24 PRECISION. 
BORED BEAR- 
INGS—-gssure 
maximum con- 
tact, contribut- 
ing to longserv- 
ice life an 
quiet opera- 
tion. 


25 easy con- 
NECTIONS— 
built-in termi- 
nal box—no 
splicing or 
soldering re- 
quired. 


26 attacn- 
MENT CORD 
anchored b 
terminal-box 
cover plate. 
Easy to re- 
move. 


27 ROTATION 
CHANGED quick- 
ly by inter- 
changing eas- 
ily accessible 
leads. 


28 COVER 


PLATE equip- 
ped with key- 
hole slot and 
notch to per- 
mit swift, eco- 
nomical re- 
moval and as- 
sembly. 


29 conouit 
CONNECTION 
may be furnish- 
ed if required. 


30 BASE may 
be rotated to 
facilitate 
mounting of 
motor in any 
desired posi- 
tion. 


31 MINIMUM 
MOTOR STOCK 
same motor 
used whether 
floor or ceiling 
suspension. 


32 UNIFORM 
QUALITY— 
modern tools 
and equipment 
—tigid inspec- 
tion and tests. 


33 crose 
LIMITS on 
mechanical 
parts provide 
good bearing 
alignment; uni- 
form air gap 
helps make 
motor quiet. 


34 ADVANCED 
ELECTRICAL DE- 
SIGN reduces 
noise and gives 
better motor 
performance. 


35 COMBINA- 
TION 50/60- 
cycle motors 
for West Coast 
users. 


36 PERFORM- 
ANCE CHARAC- 
TERISTICS 
matched to re- 
quirements of 
washing ma- 
chine. 


37 
DESIGN —-attest- 
ed by millions 
of G-E motors 
in use on wash- 
ing machines, 
oil burners, and 
refrigerators. 


38 Backeo by 
twenty-six 
years’ experi- 
ence in manu- 
facturing more 
than six million 
washing mach- 
ine motors. 


39 service 
twenty-five 
G-E Service 
Shops conven- 
iently located 
in principal 
cities. 


40 BUILT BY 
GENERAL ELEC- 
TRIC—address 
General Elec- 
tric, Dept, 
6-201, Sche- 
nectady, N. Y. 
for further in- 
formation. 
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PRIZE WINNING WINDOW 


This window won a prize in the spring house cleaning drive of the Electric 
Appliance Society of Northern California. H. Dasteel of the Nathan- 
Dohrman Company of San Francisco was winner of the first prize for larger 
cities, with the Jackson Furniture Company of Oakland, Lynn S. Taylor, 
display manager, coming in for second prize. In the smaller communities, 
J. J. Ralph of Breuner’s Sacramento store won first prize and Geo. F. 
Hauber of the Maxwell Hardware Company of Berkeley took second place. 


CLUES O More 
Cleaner Sales 


by Roi B. Woolley 


“PAY DIRT’ 


DEALER capitalized the health 

angle by displaying air pollution 
tables showing dirt content of air, with 
ribbons running from this chart to neat 
little piles of various kinds of dirt, on 
clean white papers, arranged toward the 
front of his window. Small cards read: 
“This came out of a ‘supposedly’ clean 
9x12 rug.” . . . “See If You Can 
See The Book Worms—dirt from suppos- 
edly clean bookcase.” . “Father's 
Coat Gave Up This Dirt” (pile showed 
dust, lint, tobacco, crumbs, etc.). . . 
“Sample of Dirt Taken From Small 
Touring Car.” Later this dealer used a 


HERE THEY ARE! 5 NEW G-E CLEANERS! 


THE SU Mc AIR * FLO, Model LITE*WAY, Model 


Streamlined deluxe motor- Combines powerful eatures the 
driven brush type cleaner suc tt yn with motor driven be Lite for cleaning in dark 
Has Spot*Lite for cleaning in brush Has Spot*Lite for places Weighs but 13 % Ibs 
dark corners I wo-speed cleaning in dark places... Combines powerful suction 
switch Eas} sy-to-grip handle “Airflo” streamline design . . . with motor driven brush . . . 

wo convement levers two-foot controlled levers for Simple adjustment screw 
for le ywering nozzle and handle nozzle and bee dle adjust- permits nozzle to be set at 

. Two swiveled rear wheels ments, eliminates all bending proper height to fit any rug. 
for easy handl ing over door ... new “relaxed” type handle Two fixed rear wheels makes 
sills and carpets. List . $76.50. atip. List price $59.50. it easy to get over door sills 


and carpet edges. List $39.95. 


SPECIAL, Model 
A powerful straight 
cleaner . 
adaptable to small homes hav- 
ing 2 or 3 room-size rugs and 
several scatter rugs... Ex- 
tremely light in weigh 
easy to handle. List. "$19: 95. 


THE _TIDY, Model AV-20 
. . « Cleans upholstery, mat- 
tresses, Stair Carpets, automo- 
bile interiors and clothing . . . 
extension handle enables user 
to reach ceiling dirt... Blower 
tool blows dust from behind 
radiators . . . Also equipped 
with deodorizer for anon 
moths and banishing unpleas- 
ant odors. List price including 


. especially 


ENERAL ELECTRIC announces five new 
J cleaners with some of the most dramatic 
selling points ever hooked on to a cleaner! 


It’s a new line—a complete line—a cleaner 
to fit every size pocketbook. And with enough 
new demonstrating features to make the 
hardest-to-suit customer open her eyes! One 
of the cleaners actually has 22 selling features! 
Many exclusive with G-E! Write for full in- 
formation on the new G-E Cleaners. There’s 


a profit and selling story waiting for you. 
Write General Electric, Section V-349, Mer- 
chandise Dept., Bridgeport, Conn. 


Here are some of the features found among 
these new cleaners 


The new Spot *Lite—Gives brilliant light for 
cleaning under furniture, in closets and dark 
corners. Lamp is vibration proof. AG-E feature. 


all accessories only. . . $17.95. 


Modern Streamlining—Streamlined from front 
to rear. Not an ugly line on it. A G-E feature. 


New handle grip— Enables woman to relax all 
the way through cleaning job. No tensing of 
hand, no hard grip necessary. A G-E feature. 


Foot controlled nozzle—Nozzle can be raised 
or lowered to suit varying thickness of 

rugs by a mere touch of the foot. No 4 
back-bending. A G-E feature. 


GENERAL ELECTRIC CLEANERS 


sign showing that the purest sea air con- 
tains 1500 dust particles per inch and 
how (in his city) a cubic inch of air 
contains 1,500,000 dust particles. He dis- 
played a letter from the local health com- 
missioner urging people to keep a clean 
house, “for the health’s sake.” 

Another dealer took a tip from a manu- 
facturer’s advertising, and made up little 
figures out of twisted wire, on which he 
stuck bits of fuzz, dirt, etc., the heads 
being made out of glue waste, with 
painted faces. The ‘feet’ were tacked to 
small blocks, and the legs and arms 
could be bent into any posture. 


* * * 


The “Dirt Test” is one of the most 
dramatic of demonstrations. In the home 
the demonstrator should spread a clean 
paper (one salesman always carries a 
special white glazed paper) and be care- 
ful he gets all the contents of the dust- 
bag onto it and not the floor. One 
successful salesman always carried a 
powerful magnifying glass to prove to 
the prospect the different kinds of grit, 
dust and dirt his cleaner ‘got.’ The 
hall-rug usually yields most dirt per 
square foot. 


TO GET LEADS 


A Springfield, O., dealer advertised the 
loan of a brand new electric sweeper to 
any housewife for a limited time. No 
restrictions. He delivered and called for 
the cleaner. 

An Iowa dealer watches papers for 
new arrivals to town, moves of families, 
etc. in real estate, social and other items. 
He writes a nice letter, followed by a 
phone call (where possible) offering to 
send out a cleaner “to help the prospect 
get settled.” 


A large western retailer placed a new 
cleaner on a small table in the ladies rest 
room, with this placard: To Ladies who 
do not want to be bothered by personal 
demonstration. Leave you name 
and address here and valuable cleaning 
literature will be sent you.” Other deal- 
ers have secured good leads by “silent 
displays” in various sections of the store. 
. . + and the use of a “Registration 
Book.” 


* * * 


A Portland, Ore. dealer cleaned 2000 
rugs free. Result 404 sales in 30 days. 
Gave 7 cleaners away as prizes. Tagged 
doorknobs, mailed out 30,000 broadsides, 
got requests for free cleaning from 2(K)) 
out of the 30,000. Featured spring clean 
ing . . . general terms ... al- 
lowance of $10 on all old cleaners. 


USE CLASSIFIED 
COLUMNS 


Live little liners are used profitably | 
many retailers to gain sales and prospe 
Here’s one in the “WANTED FEMA! 
HELP” of a Colorado Springs pap: 
“IT want work. I will work any num 
of hours daily; no days off ; wages ab 
$1.25 a month. See me at the Whit 
Electric Co., 208 No. Tejon St. 
for the automatic servant.” 


RUG & CLEANER 
SELLING PLAN 


Whenever a Dallas department st: 
sells a rug, the salesman explains to t 
customer that every carpet has a loose 1 
which should be removed as soon as p 
sible. If the customer has no clean 
the salesman suggests that the store 
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permitted to send a man from the elec- 
trical department to go over the rug or 
carpet with a modern cleaner and at the 
same time demonstrate the device. Each 
rug or carpet in the store’s stock has a 
smal! perforated tag with spaces in which 


the purchaser’s name and address can be 
written in duplicate. Part of the ticket 
is given the customer, who wishes to 
have a salesman or demonstrator call. 
This tag is printed: “This ticket entitles 
me to have my new rugs thoroughly 


cleaned once free of charge with a 
Electric Cleaner.” The store reports 65% 
of its cleaner business comes from this 
selling plan. 


SELL OUTLETS 
WITH CLEANER 


A contractor-dealer featured the 
“Cleaner Closet”; offered to install a 
baseboard outlet in a closet, free, with 
purchase of a large cleaner. The idea 
was for the user to clean the entire floor 
without having to remove plug. Where 
extension cords were needed, he sold 
them. 


COUNTY FAIR AUCTION 


An idea that can also be used in the 
store. Display a new cleaner promi- 
nently, with a placard: “WILL BE 
SOLD AT AUCTION — HIGHEST 
BIDDER GETS IT!’ Show the price. 
Have a receptacle for depository of the 
‘bids.’ One dealer secured 60 bids on a 
$65 cleaner in two days. Highest bid 
$64—Lowest, $20. This auction idea can 
be used with other major appliances. 

A variation is to arrange with an or- 
ganization such as the Rotary, Lions, 
Kiwanis, American Legion or Ladies 
Auxiliary, to auction off a cleaner, giv- 
ing them a percentage on business secured 
through the names taken in and developed 
into sales. 


“SHOPPING BAG” 
FOR ATTACHMENTS 


A dealer had a strong paper ‘shopping 
bag’ made, large enough to hold his 
cleaner’s attachments and offered this as 
a free premium with every cleaner sold. 
The bag was featured in his advertising. 


WINDOW HINTS 
AND HELPS 


One dealer featured an enlarged calen- 
dar of the month, and showed a new 
cleaner bursting through. A placard read 
“A Cleaner in your home takes 
you out-of-doors these Spring Days.” 
Another card got over the idea that a cer- 
tain number of “cleaning days” each 
month are saved by the use of this 
cleaner. 


STOPPING COME-BACKS 


Thorough, complete demonstration of 
cleaner and attachments in the home. 
Make the customer USE it. Take time 
to explain every detail. Follow up 
periodically, during trial, and payment 
period. Handle complaints immediately. 
Don't forget to sell the whole family, in- 
cluding the maid! 


THE TELEPHONE CANVASS 


A pleasant voiced, intelligent woman 
Was trained to telephone as many people 
as possible each day, using numbers se- 
lected from the telephone book. She in- 
troduced herself by saying she was the 
“Home Economic Specialist” with the 
—— Store and said she frankly wanted 
help ; would the housewife answer just two 
simple questions? One—Has she a vac- 
uum cleaner, and is it working satisfactor- 
ily, ind Two—Has she a washing machine 
anc is it satisfactory? It was found that 
the number of questions could be in- 
creased, depending upon the ability of the 
Operator. Replies to this questionnaire 
Were collated geographically for mail and 
Personal followup. Many orders for 
demo's were taken over the phone. 


WINDOWS 


The old “Shadow of the Past” is al- 
ways effective. Borrow a stylish display 
figure. Pose it with a modern cleaner, up 
front in the window. In the background 
show the silhouette of a woman, bent over, 
laboring with the old broom, sweeping, 
to contrast the “Old Way and the New.” 

Don’t overlook the appeal to the chil- 
dren. An effective department store ap- 
peal showed a group of youngsters playing 
on a rug, with toys, blocks, etc. scattered 
around. Placards emphasized the impor- 
tance of 


cleanliness in the playroom 


One dealer framed his windows with 
ads of floor coverings, curtains, etc. taken 
from current magazines and displayed his 
cleaners with the caption “After you buy 
them keep them looking like new with the 


cleaner 


This is old but always good: place a 
push button outside, where the shopper 
can press it. Connect it with the motor 


7 3 ER 
VAC. CCLEAN 


Second-prize window for small communities in the contest sponsored by the 
Electric Appliance Society of Northern California. It is the Maxwell Hardware 
Co. of Berkeley. 


of a cleaner in the window. Remove the 
dust-bag, and affix streamers of ribbon or 
crepe paper to the exhaust outlet. A push 
of the button starts the motor, the stream- 
ers flare out toward placards which should 
tell the cleaner story. 

One “live” window demonstration is 


worth a dozen “silent displays.” A Chi- 
cago dealer featured Saturday evening 
window demo’s from seven to nine for one 
year. Hundreds of leads were secured 
and 36 sales, 14 being made in the store. 
A woman demonstrated and male salesman 
approached interested parties. 


WITH AN 
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... THE HOOVER 
SENTINELS SERENADE” 


Keep in touch with the latest development in Hoover selling 
—tune in on the new Hoover radio hour. You'll like it! Thirty 
minutes of romantic melody. An all-star cast. Josef Koestner 
and his brilliant orchestra. The great Hoover baritone, Edward 
Davies. With an added feature—a whole new group of 
renowned soloists . . beautiful voices in duet, quartet, ensemble 
and solo effects that add immeasurably to the popularity of 
this new program. Hear it . . next Sunday and every Sunday 
—5:00 P. M. Eastern Standard Time. NBC Red Network and, 
effective October 7th, Coast-to-Coast. 


THE HOOVER COMPANY, NORTH CANTON, OHIO 


he HOOVER 


It LIGHTS ...as it BEATS...as it SWEEPS... as it CLEANS 


ALL-STAR 


> orchestra. 


A SPARKLING NEW 
RADIO PROGRAM 


CAST. 


The Hoover soloists caught in 
the midst of a bit of ensemble work. 


EVERY HOOVER SALE 
IS A DEALER SALE 
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Write Out Orders 
On Complaints 


J. Kornely, Milwaukee, 
Applies Psychology to Kicks 


ERT WILLIAMS, the negro min- 
strel, had a song in which he was 
importuned to tell the police “just why 
our lodge brother ain't alive. It’s a won- 
derful opportunity somebody to git a 
lot of notoriety.’ 
“Yes, suh,” agreed Bert. “It’s a won 
derful opportunity for somebody—for 
s ymebody else, not me!” 


Long ago Ray C. Kornely observed 


that while orders are given the kiss of 
welcome full on the lips, everybody in a 
store treats squawks like a_ step-child 


Now it so happens that the J. Kornely 
Hardware Company, of which Ray has 


been president nearly a year, was founded 
away back in 1891 with the idea of giving 
the Germans of North Milwaukee a 
square deal. Not that there was any- 
thing wrong, but observing the tendency 
to let complaints slide, Ray inaugurated 
a system of writing out an order on each 
complaint. The service man dashes out 
as quickly as he would to make an ad- 


It's the same idea 
as turning the clock 
ahead—no different 
but a_ result 

ducer, says 


Kornely. 


justment on a new sale. The customer 
gets quick action, and that is what he 
wants. The psychology of the situation 
is changed. 

If you have ever lived on a farm, you 
know the old trick of getting chickens to 
go any place by the simple expedient of 
laying a trail of corn. Ray Kornely em- 
ploys this idea to get traffic to the base- 


... and “Jake 


the Skeptic” 
cheered the loudest! 


V HEN we showed the new 1935 line 
of G-E Washers to a group of dealers 
we started something. Listen to this: 


The shrewdest of them all, (let’s call 
him “Jake the Skeptic’’), actually got up 
and cheered! 

We don’t believe in boasting. But we 
honestly say that this new G-E. line is by 
far the outstanding line of washers on 
the market. Every one designed through- 
out by General Electric. Every one is as 
silent as a kitten’s purr. Se/ling points? 


Read these: 

(1) **One-Control’’ Wrin- 
® gers—only onecontrol instead 
of the usual four or five. (2) 
/ Foot Contr Is no stooping 
tostart or stop \ctivator,orto 
pump out dirty water. (3) Temperature 
Control—shows when the water is right 
for woolens, linens, cottons. (4) The fa- 
mous G 3 Activator! and (5) Motors 

that never need oiling! 


There are many other points... but 
the important thing 1s Aere are washers 
you can sell—whether you're located in 
big town or small town—whether you're 


a big dealer or a small one you can sell 


2 Beauties in the new G-E 1935 Washer line 


them. Most surprising of all, they cost 
not one penny more den ordinary wash- 
ers—$49.50 to $149.50 (Eastern Sug- 
gested List Price). Prices slightly higher 
west of the Rockies. 

Our “Ring the Bell” campaign is just 
off the press. It tells you how to And pros- 
peste and how toSELL them! It begins 


September 15th so write for it 
NOW! Only G-E dealers can get it. 


GENERAL@QELECTRIC WASHERS 
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Clip this Coupon 


Section H-349 


Ma. J. M. Wicer 
Mer. Home Laundry Equipment Sales 
General Electric Co., Bridgeport, Conn. 
I want the facts about: 

1. The New G-E Silent Line 

2. The “Ring the Bell” Fall Campaign 


Name 


Address 


City. State 
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ment except he uses a trail of applis ices, 
A year ago he broke through the ‘or 
and built a flight of steps leading |. vit. 


ingly down to the lower level. ese 
steps face the front entrance, but ‘hat 
was not enough. When you walk nto 


the store, at intervals of two or ree 
feet, you meet a washing machine, | re- 
frigerator, or maybe an electric 
They guide you to the basement « eps, 


Looking down you see one of the si re’s 
best propositions with a big white tag. 
It is easy to notice from here that the 
basement carries the store’s display of 


home appliances, so down you go almost 
unconscious of the fact that you have 
been lured there. 

All five salesmen in the store are 
capable of demonstrating electric ap- 
pliances. There is no turnover practice 
The same man can show you ABC, 
Barton, Conlon washers, Leonard, Cros- 
ley, Westinghouse and Sparton refrigera- 
tors, or put on a show with an L&H 
electric range. 

“My father, Jacob Kornely, who died 
in 1933, was a great believer in carry- 
ing a complete stock,” says President 
Ray. “He got started doing this back 
in the stove days and there was a time 
when he had five brands on the floor. 
Today, of course, we are selling gas and 
electric ranges instead of the old coal 
cook stoves, but the thought carries on.” 


One-third business is appliances 


About one third of the store’s volume 
today consists of major appliances and 
the stove customers acquired over 33 
years’ time form a fine nucleus of pros- 
pects. Advertising and store traffic gets 
the rest of the business. There is no 
house-to-house selling by the five sales- 
men, although the men do go out to 
button up business. 

“The chief attraction for drawing 
people to us on appliances is the fact that 
we carry our own paper,” says Mr 
Kornely. “We are able to temper the 
wind to the shorn lamb much better 
than if we passed this paper on to some 
finance house. “In closing a time pay- 
ment sales the store puts over one specific 
question it wants answered—how long 
has the customer been in his present 
job? That's all they want to know. 


Come in and make payments 


Time payment people are impressed 
with the fact that they must bring in 
their payments to the store. This is 
asked of them in return for the low rate 
of interest charged in their sales, and the 
Kornely idea is to benefit by this floor 
traffic. 

A year ago Jacob Kornely died, but his 
merchandising ideas go marching on, di- 
rected by Ray C., George W., Peter J. 
Theis, and Anna K. Grace. The big 
selection of merchandise is still there, and 
the present owners with their numerous 
children, abundant lodge connections, are 
carrying on the Kornely tradition that 
lodge associations, building and_ loan 
work, and outside activity bears fruit 
in bringing business into a firm. 


Meier & Frank Stage 
Electrical Show 
electrical exposition 


housed in a large auditorium an¢ 
sponsored by one electrical dealer, was 
the unique event which attracted }'0rt 
land, Ore. crowds during the last wee! in 
June. Meier & Frank, Portland’s larvest 
department store, brought together ©x- 
hibits covering electrical equipment ‘*om 
all departments carrying this type 
merchandise, concentrating the com; ete 
range of appliances and lamps in its «pa- 
cious auditorium, 200 by 100 ft. T!:rty 
manufacturers whose wares were car’ 
by the store cooperated in the expos!’ 0” 
A booth was provided for each m 1 
facturer for the display of his com) te 
line of equipment. On three days du "g 
the week cooking schools, featu g 
ranges, refrigerators and small coo! 1g 
appliances were conducted from the s' s¢ 
under the direction of the store’s © 
home service expert and also by “2 
Reed Mayne, director of the Ore. 
Dairy Council. 
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Change Washer Premiums Often 


Edwards of Sioux Falls Argues 


‘AIL are abundant around Sioux 
Falls, South Dakota. Possibly Jack 


Edwards of the Electric Construction 
Company personally knows the man who 
tried eating a quail a day for thirty days, 
and who lost his taste for these delicious 


game birds completely. 

At any rate, Jack Edwards has taken 
the moral of the story to heart and is not 
letting any prospects in this South Da- 
kota town of 33,360 souls get too much 
of a diet of one premium. In January 
he offered a Westinghouse automatic iron 
free with each One Minute washer sold. 
In February it was a case of Rinso, for 
March a combination of clothes hamper, 
clothes basket, clothespins, clothes line 
and 30 packages of White King Soap. 
In April he offered a set of drain tubs 
at $3.85. The May premium was a $10 
allowance for the old washer. During 
June and July he gave a set of drain tubs 
free. This deal extended through Au- 
gust. In October the iron proposition 
was offered, and through November and 
December a set of tubs with 30 packages 
of soap constituted the house deal. The 
best pulling proposition was the home 
laundry kit, thirty sales resulting from 
this offer. The same schedule is being 
followed for 1934, 

During 1933 Jack Edwards reports that 
he sold 221 washers, with only one re- 
possession in February, 1933. To June 
20th, 1934, he reports he moved 100 
washing machines. 

Gas powered washers have not been 
moving very well in drouthy South Da- 
kota. Sales of this item amounting to 
only 4 per cent of the total. Edwards 
covers a territory of about 60 miles 
radius. 

\ believer in floor sales, Jack Edwards 
points his entire solicitation in getting 
the prospect in on the floor. With all 
five models on the floor at one time, 
ranging from $44.95 to $89.95, he moves 
the prospect down along the line from 
the $44.95 machine until he arrives at 
the price he sees the customer can handle. 

“My main talking point against low 
priced washers is the fact that you only 
get what you pay for,” he declares. 
“Most prospects see the logic of this.” 

Believing that nothing so impresses the 
citizens of Sioux Falls as success, Mr 
Edwards carries a huge sign on his truck 
inmnouncing the number of machines sold 
n the city in one year. 


Sign Carries 
“The Line” 


( \SHING in on every ounce of na- 
4A tional advertising behind its products, 

ign of the Chamberlain Electric Co., 

ling, Ill, has the advantage of being 
Inexpensive. On shingles hum in a 
Series, one above the other, the firm lists 
the electric appliances it sells. There is 
'-Matic Oil Burner, Evensway Oil 


Furnace, Ice-O-Matic Refrigerator 
Norge Refrigerator, Atwater Kent Radio, 
Ste 


irt- Warner Radio, and ABC 
W er and Ironer. The store’s name, 
iberlain Electric Company, is not 
farmed in front, but on the side of the 
ng. 


Cheyenne Bans 
House to House Selling 


te city council of Cheyenne, Wyo- 
ming, has passed an ordinance effec- 
tive July 2, forbidding house to house sell- 
ing and declaring it a “nuisance punishable 
as a misdemeanor,” with a fine for its in- 
fraction of from $25 to $100. The same 
ordinance makes it an offense to- attempt 
to obtain an invitation to sell in the home 
by personal solicitation, or the promise of 
a demonstration, pecuniary benefit or gift. 

This ordinance repeals an earlier law 
which was aimed against salesmen of 
“foreign” firms. This former ordinance 
called for a license costing $100 for in- 


JACK EDWARDS, Sioux Falls, S. D., 
believes there is power in numbers. 


dividuals or concerns doing house to 
house selling in each quarter. From this 
payment firms paying taxes in Cheyenne 
were exempt. Under this law some 500 
salesmen *were banished from Cheyenne 
during the early part of the present year. 
It was generally thought by local firms 
that the present ordinance was of similar 
nature, but as actually passed it is far more 
stringent and applies to foreign and local 
concerns as well. 


QUALITY WASHERS 
in SIOUX FALLS «1933 


The present situation is somewhat un- 
certain. Local merchants threaten to dis- 
regard the ordinance and to contest the 
constitutionality of the measure if any at- 
tempt is made to enforce it. The public, 
on the other hand, have taken a hand and 
are turning salesmen away from their 
doors with a threat to report them to the 
authorities. Thus far the city authorities 
have given no indication of the course 
they intend to pursue. 


that sell 
LEVERLESS WRINGER 


Attention is called to the unique 
construction of the new Alumi- 
num One Minute Leverless 
Wringer. ONE top control 
bar governs every operation of 
the wringer and wringer rolls— 
starting, stopping, reversing, or 
adjusting pressure between rolls. 


TheNew 
CADET Leader 


Feature this CADET 
model in your advertising 
at this price—it will bring 
washer prospects who can 
easily be sold one of the 
higher grade models with 
little effort at better profit. 


PRICES SLIGHTLY HIGHER IN THE FAR WEST 


WASHERS a FEATURES 


atak 


DE LUXE MODEL 270 


NO HOME IS COMPLETE 
WITHOUT 


DEPENDABLE 
LIFETIME GEAR CASE 


Two models are illustrated 
here, but One Minute offers 
the dealer a complete step-up 
line to meet every customer 
demand for quality or price; 
a leader model, three inter- 
mediate electric models, a 
gasoline engine powered 
washer, and the De Luxe 
model illustrated. Factory 
installed water pump. avail- 
able for all models at slight 
additional cost. One Minute 
features are proving their 
worth every day by bringing . 
back prospective customers 
who insist on seeing others 
before they buy, yet return 
to the One Minute for final 
selection. As a progressive 
dealer resolve today to be- 
come better acquainted with 
the One Minute line. 


ONE MINUTE 
WASHER CO. 


Room 26 Bergman Bldg. 


NEWTON, lOWA 
U.S.A 


\ 
ONE MINUTE WASHER COMPANY 
Room 26 Bergman Bldg. 


“Gentlemen: 1: Please send at once your Special Sales Plan for 
Fall selling and information on the’One Minute Washers. 


__Newton, lowa, U.S. A. 
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salesmen gain multiple earnings by keep 


ing a group of customers plugging for 


them. This support is resulttul because 
it places the prospect consideration on the 
basis of demonstrated values and service 
received 


\nd these are just what any 


customer searches tor who is thinking of 
purchasing anything 

Right here is a good place to emphasize 
that many manufacturers 


blocked alert salesmen from making use 


and dealers have 


of the user because of the disastrous 
effects of price-bargaining _ policies. 
Manufacturers have cut prices so dras 
tically on standard models that thousands 
of former customers, who bought at 
higher prices, are so embittered as to re- 


TRIUMPH OF WESTINGHOUSE ENGINEERING 


F.0. 8. MANSFIELD, OHIO 
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fuse further help to salesmen; even 
though they have no fault to find with 
the salesman, product or dealer. 

rom another angle price emphasis is 
usually the result of not having any dis- 
tinctive comparative value to sell. This 
makes it impossible for salesmen to em- 
phasize plus values upon which ultimate 
satisfaction depends. Then, too, price is 
a feature that stops rather than stimulates 
customer reference. No one likes to ap- 
pear cheap. If they buy on that basis, 
owners are constantly wondering whether 
they got gypped. They tend to keep close- 
mouthed about the purchase, they find 
nothing in a cheap price that affords a 
a sufficient distinction to feel proud 


enough of to shout to their neighbors. 
More than anything else, perhaps, the 
price-bargaining era from which we are 
passing has been responsible for the re- 
tarded practice of using the user. On the 
price basis, the user refuses to be used; 
at least that type of user whose influence 
amounts to much. 

Without further ado, let me define the 
six most important methods every success- 
ful salesman can employ to use the user. 
If | give you the clues, you can unravel 
the details. There are many causes and 
many effects involved in these six which 
you must work out for yourself. They 
apply to any product you sell. They can 
all be used with fine results. 


AUTOMATIC ELECTRIC RANGE 


25 


LIST 
PRICE 


A Traveliixs 


CONTIN! 


FIRST, GET THE USER TO TALK 


Everyone enjoys owning that whi 
different, better and superior. Ever 
feels such a pride of ownership in a | 
uct possessing such vital distinctior 
plus values that they are impelled t 
about it to their acquaintances. En 
size those “talkable differences” in 
product which inspire increased pr 
ownership. These will stimulate { 
able owner discussion with everyon 


® Almost unbelievable! A high quality, full-size automatic elec- 
tric range of the most popular type for little more than a good 
oil stove and oven! Get out your tape measure and compare 
its size with those now on your sales floor. It is 4012” wide, 
2214" deep, 4154" high. The oven is 16”x 14"x18!9’. Uncrated 
weight 140 lbs.!! Finest, fastest open coil units ever produced 
... two 6” 1000 W. and one 8” 1800 W. Interchangeable with 
COROX Quick-cook units and Quick-Cooker. Approved by 


Underwriters’ Laboratories. High quality you'll be proud to 


put on your lines; beauty that will make women proud to own 


it. NOW SEE THE QUALITY IN IT. 
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mee. Their friends, who unconsciously 


rec ze them as social leaders, will then 
be celled to imitate their purchase be- 
cau. they want to prove that they can 


sim: afford the different and su- 
pel 
stimulating such word-of-mouth ad- 


prospects. How many times have we 
heard a woman say, “When I get ready to 
buy, I'm going to get that which 
Mrs. Jones is always raving about.” The 
salesman who sold Mrs. Jones not only 
sold her a product. He turned her into a 
travelling saleswoman and, just as im- 
portant, he set up an influence that keeps 
prospects from buying competitive prod- 
ucts before he can get around to see them 
or until they are ready to buy. 


to her friends to prevent them from buy- 
ing anything else. The finest act of friend- 
ship is to warn off a mistake. When a 
new owner, after satisfactory use, comes 
to know that the product bought answers 
a need in a superior manner, she auto- 
matically feels a responsibility to guide 
her acquaintances towards the same ad- 
vantageous purchase. At church, lodge, 
bridge luncheon or whatever; when her 
acquaintances announce their intention to 
buy, she should be made to feel such a 


stantly enlivened, the salesman must call 
back periodically for such minor service 
attentions as will keep her enthusiastically 
satisfied and most appreciative of the 
values she is receiving. Otherwise, some 
little thing may bob up to turn her into 
a knocker. How often have we heard 
some friend say, “For goodness sake, 
don’t buy that product; I had one that 
worked fine for a while but it turned out 
to be a lemon.” This feeling of a friendly 


responsibility works both ways—be sure 
vert ing by users through “talkable dif- SECOND, MAKE THE USER FEEL A keen appreciation that she will im- oa sell and service in a way to make its 
fercr es,” you reap the harvest of their FRIENDSHIP OBLIGATION mediately begin to sell the advantages of effect positive rather than negative for 
sale. influence and, as well, you protect If you have sold plus values in the right the product she owns as an act of friend- you. 
your clf against some competitor’s clos- manner, it is not difficult to make the new ship. 
ing fore you can find and reach such 


user recognize that she has an obligation 


To keep this feeling of obligation con- 


(Please turn to page 60) 


Here Are Just Four of Many 
Revolutionary Accomplishments 


Seven men can stand on it. Once leveled 
in a customer’s kitchen this range can never 
wiggle, wabble, loosen or sag and cause uneven 
baking. Eliminates forever this source of com- 
plaint you have experienced in selling low- 
priced ranges. 
Y Amazing chemical achievement . . . the new 
DULUX high-temperature synthetic en- 
amel. Only oven panels and lining are porce- 
lain. Here’s freedom from the grief of chipping, 
crazing and panels that don’t match. Three 
coats baked on — two at 350°, one at 285° F. 
Looks like porcelain, but you can hammer, 
bend, twist, heat it—and the gleaming, bril- 
liant white clings to the special Bonderized 
steel like an integral part. 
3 You know from heavy-duty industrial 
applications how the famous Westinghouse 
Built-in Watchman disc thermostat and its 
DIRECT temperature control can reduce 
range servicing. Can even be dipped repeatedly 
in lard, then placed on the red hot heat of a 
hot plate — and its rifle-bullet speed and elec- 
trical properties are unimpaired!!! Radio type 
dial; 200° to 500° F.; easy adjustment as close 
as 5° F. 
4, SANALLOY adds new richness and eye- 
appeal. And again freedom from chipping 
and warping . . . evidence of the way Westing- 
house engineering has reduced service expense 
for selling to the mass market. In the develop- 
ment of SANALLOY, samples exposed for two 
years to outside weather — driving rain, beat- 
ing sun, snow, sleet, freezing —came through 
bright and clean! 


New Cardinal Automatic 
Electric Water Heater, Too! 


F.O.B. MANSFIELD, O. 


Popular 30-gallon size; new, more efficient insu- 
lation; new thermostat gives even closer tem- 
perature control. High Westinghouse quality, 
yet engineering and manufacturing skill now 
make it available to the American public at 
this sensationally low price. 


COMPLETE CAMPAIGN READY 
A smashing campaign is ready to help you 
NOW ...FAST! Newspaper ads, beautiful 
literature, visual demonstrators for your sales- 
men to use in homes, window displays, contest 
plans. Our field representatives will help you. 


we For Quick Action 
WIRE, ’PHONE OR MAIL THE 


SANALLOY 


Result of 8 Years’ Research 


COUPON 
m Westinghouse Electric & Mfg. Co., 
x Merchandising Dept., Mansfield, Ohio. 


, Rush samples of new Cardinal range, Cardinal water 
heater and your plete local paign plans. 


NO RELAY! | 
\ 
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MIDGET 


@ 


the dealers are selling. In fact, « 
generally will not put in heavy stoc\s oj 
radio sets omitting shortwave ban 

Like the automobile man, they have 
something new to sell. TE they want to 
sell the customer up to the complet 
coverage all-wave, they have expensiy: 
merchandise. If they want to sell th 
customer adequate all-wave which is not 
so expensive, they still have higher prices 
and better margins to play with than 
with the old sets. We should say th 
obsolete sets. 

In addition, the all-wave set has devel 
oped a profitable accessory business in 
special noise-reducing aerials. The sets 
won't work properly without ‘em and, 
sold separately, they bring the dealer an 
other $5 or $6 worth of business. 


High Fidelity Sets 

Which brings us to the next boon that 
has fallen, from the research laboratories, 
into the radio and electrical dealers’ lap 
high fidelity sets. There are a lot of 
people that don’t care a hoop about th 
size of the set, the price of the set or 
whether they may be privileged to hear 
a second-rate Argentine mezzo-soprano 
gargling her way through an operatic 
aria way out in Buenos Aires. What 
they want is true tone, pure tone, the 
kind of tone that will enable them to hear 
the thinnest yip of the piccolo or the 
bassest gurgle the basson-player can coax 
out of his instrument. They not only 
want to catch every note and shade that 
goes into a Toscanini recital with the 
Philharmonic Orchestra, but they want 
to feel the hot breath and hear the 
sweaty smack of leather in the less rari 
fied atmosphere of the ringside. 

They want a lot and the high-fidelity 
set gives it to them. These things cost 
money. Two manufacturers have sets 
ranging from $200 to $300. Right now 
they are not as big a factor as they will 
be—all-wave holds the spotlight pretty 
solidly. The only thing that can kill 
high-fidelity as the next big radio sales 
spurge is the tendency, already indicated 
in one or two quarters, by gyp manufac 
turers to jump the market with so-called 
high-fidelity sets. These sets, which ar 
high-fidelity in name only, have about as 
nich true tone as a substitute second cor 
netist in a Salvation Army band. 

There is the danger. But with honest 
high-fidelity radio production and intelli 
gent radio merchandising, high fidelity 
has an impressive réle in the radio pi 
ture. From the dealer’s angle alone, the 
crying need for higher prices makes high 
fidelity a natural. Whereas all-wave sets 
add about 10 per cent to the present mar 
ket levels of obsolete radio sets, high 
fidelity jumps the level a good 75 pet 
cent. 


C- 


Midget Sets 
Talking of price brings us to midvets 
and peewees. The peewee, or cigar-)0% 
radio has become the price leader of th 


midget line. Manufacturers are -till 
making them and people are still buy ing 
them—but not so many as formerly. t 


good reasons: All-wave sets, high-! 
ity, increasing sale of combination r 
phonograph sets, the replacement m: 
for higher priced sets which dealers |" 
concentrating upon, and the plain t 
that the public want better reception 
miniature sets can give them. 

But the pewee and the midget 
have their place as price leaders. 
what with the improvements *made it 
ricus models which mgkes the $4 > 
midget so much better the buy than  \« 
$19.50, dealers are finding that it’s 
only easy to sell them up, but it is di 
right necessary if they are going to n 
any money in the radio business. \ 
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All wave sets ... high fidelity . . . fake 
high fidelity . . . combinations in a come- a. ALL WAVE 
back . . . tube consignment and price cuts ry pe 
. . « the prospect for fall sales . . . 
by Laurence Wray 
ie time to be bullish on radio sloping off from the highs during the ing, omniscient organ of that industry, 
From all conservative estimates, last four months of the year. In 1934, has coined a phrase: “If it’s not all-wave, 
some 48 to 50 per cent of the total volume these industries are reverting to normal. it’s obsolete.” There you have the rally- 
of radio set sales for 1934 will be made Business is not bad. For the first six ing cry that has given a lot of radio 
in the last four months of the year. Manu months it was over 20 per cent better dealers a new lease on life. Your true 
) facturers, dealers and distributors con- than it was the year before. Then it all-wave set has a range of from 15 to 
cur in this conclusion dropped slightly during the summer 550 meters. Those are the expensive 
The whole trend of radio set sales, months. Now, with September, the ones. But there are adequate sets tuning 
much like washer sales and automobile ‘* curve is being yanked up to the 45 degree from 15 to 50 meters and from 200 to 
' ales, are going back to the seasonal angle. 500 meters that fill the bill. They will 
periods familiar in the years prior to We repeat: It’s time to be bullish on get all U. S. broadcasts and foreign sta- 
1933. In that year those products en radio. Let’s look at some other factors > tions even if they don’t pick up the 
joved, along with general business con , ‘ raucous howl of the police broadcasts 
ditions, an abnormal spurt during the All-Wave Sets and amateurs. These are the sets the 
summer months of June, July and August, Our sister publication, Radio Retail- public wants and these are the sets that 
Thousands are ready to buy! 
Motor tilts back. Portable. Two- 
jote convenient position handle 
position of hand makes for easier 
on handle handling for dif- 
j ferent uses 
Dual-disc revolving platform 
exclusive with 
Small bo 
efficiently as large bow! 
$20-°5 Denver and West 
$18.45 without 
“ Coffee Grinder juice extractor juice extractor 
Value that brings you volume and profit 
Slicer and Fruit-juice extractor has 
Shredder lowest center of gravity 
Cannot tip over 
MAGIC MAID 
; Improved Model D now sold with or without juice extractor 
HERE is the value of valuesin the Kitchen cleaning. PLUS the most useful line of 
Mixer field! The Model D Fitzgerald attachments. 
MAGIC M. is the le i 
_ al MAID wpe last word in beauty, The Magic Maid is without doubt the 
utility, power and convenience. World’s Greatest Kitchen Helper. Only 
The Magic Maid is the mixer for you with the Magic Maid are you able to offer 
because it is the one mixer that will make so great a value. Women are looking for 
the greatest appeal to your customers. value, insisting upon value, buying value. 
Eye Value! Superb modern design. High Magic Maid is your one best bet for 
quality sparkling opalescent bowls, rich sales and profits in the kitchen mixer field. 
black Bakelite 2-position handle, beauti- Display, demonstrate, push the winner! 
ful, sup- Get the whole Magic Maid story today. 
port. Exquisite Enish throughout! Learn just how to get the most out of this 
Strong Selling Features! Portability with new, profitable business. Send NOW for 
two positions for holding the handle, ad- complete plan. 
justable motor height control, tilt-back 
. Order Magic Maid and STAR-Rite 
motor, instant extractor attachment, dual- ; 
Appliances through your jobber. 
dise revolving platform, and separable and 
removable beaters for quickest change or FitzGerato Co., TORRINGTON, CONN. 
‘4 
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lealers don't like the effort involved. It 
; such a simple matter to sell a prospect 
the cheapest set in the house. But most 
{them are selling up now—and learning 
something about the art of specialty sell- 
ng in the meantime. 


Combinations and Replacements 


[here are two other important points 
from the fall merchandising angle on 
radio that require attention: the surpris- 
ng increase in the sale of radio-phono- 
graph combinations and the sudden 
icceleration of the quality replacement 
market. Up to six months ago, the sale 
f combination sets was deader than the 
market for mustache-cups. Pre-occupa- 
tion with price merchandise on the part 
fi the dealers was chiefly responsible. 
\ll-wave, high-fidelity and other engi- 
necring improvements have focussed at- 
tention on something else than give-away 
merchandise. In addition, price mer- 
handise competition was so severe that 
ombinations had a breathing spell. Pub- 
ic interest in radio, too, left the record 
business in the doldrums. 

‘ll that is changing. A leading manu- 
jacturer has five combination sets in his 
line and public interest, stirred by better 
radio broadcasts and music, is turning to 

radio-phonograph combination for an 
unswer to their requirements in a quality 
receiver, 

Much the same reason may be adduced 
for the increase in replacement sets. Not 
only are the sets better, but there is more 
money available to gratify the desire for 
higher-class reception. These replace- 
ments we are talking about are not cheap 
sets by any means. But there were a 
large body of people who bought good, 
high-priced sets five or six years ago— 
ind that is before the depression—who 
are willing or ready to take advantage of 
the newer sets that have come on the 
market since that time. 


The Tube Situation 


When it comes to tubes, the radio in- 
dustry finds itself lacking that same 
pleasant feeling of accord. Developments 
are taking place with dizzying speed, but 
no two people see eye to eye as to the 
eventual destination. 

Replacement tube sales, for one thing, 
are pretty well fixed. It has yet to be 
proved that any force exists that will 
take a radio owner replace tubes before 
the things go phut. In that way, they are 
like light bulbs. Nobody goes around 
wondering how long the thing will con- 
tinue to give light or whether the inten 
sity is all it should be. To all intents and 
purposes it is working. Well and good, 
wher it stops working stick in a new one. 
lhe oil people have taught the motoring 
public to chance their oil every thousand 
miles or so. No national advertising 
campaign has yet taught the radio public 
that it should change its tubes once a 


Ergo, Replacement tube sales are 
ixed. Being fixed, it is the dealer’s plaint 
lower prices are not going to in- 
crease volume on tube sales. To be sure, 
many dealers have gone and cut prices 
themselves, But their reason was to use 
as loss’ leaders. 
nufacturers, on the other hand, have 
thei: problems. They are competing for 
an important piece of business. Period- 
lly (and to the great satisfaction of 
radio users) they have cut prices. Some 


‘tim«lation of business has followed and 
then the situation has leveled out to about 
wl it was before. In addition, they 
hav: made special concessions to dealers, 
hav given special discounts, have sup- 
Pl him with free advertising and, with 
mu 


orders even given away tube-testers 
rly expensive pieces of equipment. 


HIGH FIDELITY 


Then one manufacturer departed from 
the straight discount method and put 
tubes out to dealers on consignment. 
More recently, a larger manufacturer has 
not only gone to a consignment policy but 
has cut the price of tubes nearly 25 per 
cent. The reason stated was that manu- 
facturing economies made the cut pos- 
sible; that it was their avowed intention 
to put a stop to chiseling in the radio 
tube field and that they wanted to pass 
on to the public the advantages of their 
savings on increased production. 

The switch to the consignment policy 
was made, they said, for the same 


AUTO RADIO 


reason: namely, to end price-cutting. 

Since then the controversy has raged. 
Dealers who did the largest volume of 
tube business objected to (1) the price 
cut because it cut into their profit and 
(2) the consignment policy because inas- 
much as they carried complete stocks and 


thereby got the major portion of the, 


business, the consignment policy meant 
that gyp competitors would now be in a 
position to compete with them. 

On the other hand, there is much to be 
said for consignment as a means of bring- 
ing some measure of stability to the per- 
plexed and competitive tube business. 


COMBIN 


= 


Nobody—as yet—knows the answer. 


Auto-radio 


noticeable swing in distribution 
away from radio dealers and towards 
automobile dealers and auto accessory 
houses should focus dealers’ attention on 
the fact that the business is there and 
somebody is being smart enough to go 
after it. As it is now the business is 
divided about fifty-fifty. One of the rea- 
sons for the swing may be the fact that 
installation and service are going more 
and more to specialists in this kind of 
work with dealers attending to sales. 


Standard Compact 
Model WR-27 


Standard and Short- 
Wave Table Model 
WR.28 


All. Wave Console 
Model WR.24 


EVERY 


Dual Wave Mighty 
Midget Model 
WR-22 


All-Wave Table 
Model WR.23 


HOUSE 


profits are still amply protected. 


Westinghouse 


GIVES YOU A 


omp 
RADIO LINE 


that... appeals to the eye and ear...is popularly priced 
...offers you full dealer discounts...on ALL MODELS... 
and adds a powerful and distinctive sales aid... 


“AS FEATURED IN THE ‘HOME OF TOMORROW’ ” 


@ Westinghouse offers you the above features in this new, complete 
radio line. Every advantage has been taken of favorable market condi- 


tions to produce a superior product to sell at popular prices. Yet YOUR 


The Westinghouse dealer organization is being rapidly developed but 


New York City. 


Standard and Short- 
Wave Console 
Model WR.29 


NEEDS 
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DeLuxe All Wave 
Console Model 
WR.-30 sal Compact Model 


there are still some communities where the opportunity is still open. We 
suggest that you write us today, or communicate with the nearest West- 


inghouse distributor. Just address Westinghouse, 150 Varick Street, 


Standard Wave 
Compact Model 
WR.20 


Dual Wave Univer - 


WR 21 
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Bullock’s Appliance Exposition 


N “Electrical Exposition of Approved 
\ppliances” proved the high spot of 

the month’s electrical merchandising ac 
tivities, in Los Angeles 

Held at Bullock's, leading department 
store, and co-operatively presented bv 
Bullock's and the Los Angeles city-owned 
Bureau of Power and Light, the event at 
tracted satisfactory crowds from the open 
ing date, July 9th. Originally scheduled 
to run through the week to July 14, the 
presentation was extended 

In point of view of sales closed and 
prospects cle veloped the Los Angeles 
show indicates the value of such events 
when adroitly exploited. A complete dis- 
play of all electrical household equipment 
was featured along with a number of 
novel devices included for interest value 
\ “crystal ball” answered questions, and 
t device with the practical function of 
judging the soundness of fruit through its 


reaction to various degrees of acidity was 
introduced as a means of determining the 
amount of “it” in the make-up of any 
who cared to step up and take the test. 

\nn Martin, Bureau of Power and 
Light home economics supervisor, demon- 
strated daily in a model kitchen, and 
along with weird appearing early electric 
retrigerator models a 26-year old electric 
range looking more like a sea chest than 
a stove, was on display 

An excellent film, “Dinner for Eight,” 
attracted continuous audiences—a good 
example of the combining of entertain 
ment with promotional presentation. 

Primarily of interest to women, with 
everything new and desirable in the way 
of refrigerators, ranges, dish washers, 
etc., on display, the Exposition proved of 
interest to men as well, through the in- 
clusion of such features as a graphic dis 
play pertaining to Boulder Dam. 


26 YEAR OLD RANGE A FEATURE 


Can she bake a cherry pie? This one happens to be a lemon, how- 
ever... the pie, not Virginia Vincent, pretty Bullock’s employee who 
was induced to try her hand at pie making on a 26-year old Westing- 
house electric stove that had served its California owner continuously 
up to the time it was replaced recently by a modern electric range. 


Rudy Sees Lower 
Range Prices 
The $77.50 price range on electric 
ranges, at present in process of being popu- 
larized by the Tennessee Valley Authority, 


will have a stimulating effect on range 


business in other parts of the country, ac- 


STEP UP AND 


Hotpoint’s new modernization ~ 
campaign is ready to work for you = . he a 


Hotpoint’s Fall Campaign theme, “Be Modern,” was 
selected to tie in with the Federal Housing Administra- 


NCING Home MODERN\ 


tion's modernization program. Millions of dollars will 
be made available to property owners for improve- 


60 
ERNMENT MONEY 


THESE BOOKS NOW 


ments. This means that every pooper owner who takes 
advantage of the loan will have 
spend that he might otherwise not have. 

Hotpoint’s Fall program has been gg to help 
you get your share of this business. 

(illustrated at the right) contain thorough and common 
sense plans easily ad 
in any territory. 

Go after this profitable business now. Hotpoint will 
help you with merchandising plans, provide range 
specialists to help you get your campaigns under way, 
timely advertising, home economists—and a line of 
ranges that meet every merchandising requirement. 

Hotpoint predicted a big range year in 1934. We 
predict bigger things for this Fall. Write today for the 
whole Hotpoint program. 


EDISON GENERAL ELECTRIC APPLIANCE COMPANY, Inc. 
5620 West Taylor Street, Chicago 


ELECTRIC R 


undreds of dollars to a 
he plan books 4 a —_= 
5 
aptable to the conditions existing ——— 
—_ 


The Triumpb—New in 

style, the lowest price 
range ever offered with 
such capacity, features 


and Hotpoint quality fale 
‘ 


cording to C. R. Rudy, commercial sya: 
ager of the southeastern group 
Associated Gas & Electric Com; 
Binghamton, N. Y. 

Ranges at similar prices are bou 
become the rule in other parts of th: 
country, Mr. Rudy said, which means that 
the electrical industry is going to be in a 
much stronger competitive position wit 
gas as far as range prices are concern 

“At the present time,” Mr. Rudy said 
“a prospect for new cooking equipment 
has to pay somewhere in the neighborh 
of $125 for an electric range. Add to that 
the cost of installation which, in this area 
amounts to about $45 and you can see that 
the customer has to make a big investment 
to start cooking electrically. If we ca: 
get a range in this territory that will r 
tail at the $75 or $80 levels we would lx 
willing to absorb two-thirds of the wiring 
charges and be able to sell cookery px 
pects a range, fully installed at less thar 
$100. When that time comes range sales 
are going to start booming. Our two-cent 
cooking rate is certainly competitive 
gas.” 


K. C. Range Renting 
Plan Gets Action 


N two months and 12 days of a range 
renting campaign, the Kansas City 
Power and Light Company, has placed 
409 ranges and 229 water heaters on its 
customer’s lines. 

Tried out first last year among en 
ployees, it was discovered that virtually 
all those who got a taste of electric cook 
ing proceeded to buy. Last April the plan 
was extended to Kansas City customers 
Fifteen ranges and four water heaters 
were placed the first day of the renting 
campaign, not regarding the fact that 
ranges had not been advertised for many 
months previous to the opening of the 
trial campaign. 


A Cow for a Range 


This may look like a cow, but in r« 
it represents an electric range. \\ 
happened was that George Taafe and \ 
Weidemann, salesmen for the Valley | 
trical Supply Company, saw an advert 
ment which said that E. L. McCor 
Paso Robles, California, was in the ma 
for a cow. They also learned fr: 
second ad that Mr. McCord was the 
sessor of two electric ranges, one of 
he desired to sell. It was not difficu 
find a farmer who wanted to dispose 
cow and would like to own a range. 
transaction was completed and the s: 
men turned in the record of the sale 
collected their commission. The pict 
shows, reading from left to right, Ge 
Taafe, Wes Weidemann, the cow, 


E. L. McCord. . 
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National Carbon 


M. Spangler has been made gen- 
er les manager of National Carbon 
C ny, Inc., according to an announce- 
me ust issued by the company. 

promotion is the latest of a series 
of inces which began almost with Mr. 
initial connection with the 
Nat nal Carbon Company in 1915. In 
19 Mr. Spangler went to Chicago to 
take over the direction of western division 
sale \ few months later he became 

rer of the western division, one of 


ler’s 


the three national organization units of 
the company. He remained in Chicago in 
th apacity until 1930, when he took 


the management of the eastern divi- 
sion in New York. Later he became asso- 
ciated with the general sales division, and 
was made assistant general sales manager 
ago. 


a vear 


Toridheet 


M. F. Bosworth, formerly with J. 
Walter Thompson Company and Corday 
& Gross Company, has been appointed 
\dvertising and Sales Promotion Man- 
aver of Cleveland Steel Products Cor- 
poration, Toridheet Division. 


General Appliance 
Corporation 


Ellis L. Redden resigned his position 
with Delco Appliance Corporation to be- 
come associated with the General Appli- 
Corporation, distributors the 
Metropolitan New York area for Delco- 
Heat products. During the two years he 
was associated with Delco-Heat his as- 
signments were, field sales manager, later 
special representative, and then trans- 
ferred to the home office as Assistant 
Manager of Sales Promotion. Prior to 
the factory work he had served many 
years in the New York area as a retail 
sales manager of oil burner equipment. 


ance 


Burgess 


Mr. E. A. Sipp, until recently manager 
of the Lighting Division of Pyle-National 
Company, has become associated with the 
management of the Burgess Battery Com- 
pany and C. F. Burgess Laboratories, 
Inc. 

Mr. Sipp will maintain his headquarters 
in the offices of the Burgess organizations 
at 111 West Monroe Street, Chicago, 
Illinois. 


Mutual-Sunset 


Harry L. Dyson, former official of the 
Miller Company has been placed in 
charge of the newly formed Central Sta- 
tion Division of the Mutual-Sunset Lamp 
Company, with headquarters at 540 Em- 
pire State Building, New York City. 

Special promotional literature and sales 
plans pertaining to the new Study and 
Reading Lamp, sponsored by I. E. S., are 
under preparation. 


Westinghouse 
r. J. Newcomb, has been appointed 
Public Utility Supervisor, Household Re- 
rigeration Sales of the Westinghouse 
mpany, according to an announcement 
ile by R. C. Cosgrove, manager, 
usehold Refrigeration Sales. 
The same announcement also stated 
it V. E. Vining has been appointed De- 
rtment Store Supervisor, Household 
frigeration Sales, with headquarters at 
nsfield. 


H. H. Roberts 


Hamilton H. Roberts, former New 
rk sales manager for the Wheeler Re- 
ctor Company for ten years, has 
rmed the H. H. Roberts Co., Inc., a 
w lighting sales company covering the 
tropolitan area and surrounding ter- 
ries. 
He will operate the New York office 
national manufacturers of lighting 
uipment, according to the announce- 
‘nt, and the combined lines will cover 
e entire lighting field. 
Headquarters will be located at 142 
uane St., New York City. 


ositions of the 


Modern Coal Burner 


George Rakovan, former sales promo- 
tion manager, Toridheet Division, Cleve- 
land Steel Products Corporation, has 
joined the Modern Coal Burner Company, 
manufacturers of the Peabody stoker, as 
advertising and sales promotion manager. 


Emerson Radio 


Paul Ware, one of the earliest radio 
pioneers, has been appointed chief engi- 
neer of Emerson Radio and Phonograph 
Corp., New York. 


Quimby 


Lawrence Quimby, manager of the ap- 
pliance department of Breuner’s, Oakland, 
Calif., store, was recently elected chair 
man of the newly formed Radio and Ap- 
pliance Buyers Advisory Board of the 
Western Furniture Exchange with head- 
quarters in San Francisco. 


Mionth 


Gregg 

The Gregg Manufacturing Company 
of Fredericktown, Ohio, announce the 
appointment of Jules Junquera as their 
New York Sales Representative. 

Mr. Junquera is well known in the 
lamp industry, having been associated 
with it over a decade. 

The full line of Gregg wrought iron 
“hang-up” wall lamps, floor lamps and 
table lamps will be permanently ex- 
hibited in Mr. Junquera’s spacious show 
rooms at 292 Fifth Avenue. 


GE Air Conditioning 


A. C. Roy has been appointed manager 
of the advertising division of the Air Con- 
ditioning Department of the General 
Electric Company, succeeding W. A. 
Bowe, resigned, it has been announced by 
J. J. Donovan, manager of the depart- 
ment. 


GE Laundry Equipment 


P. W. Upham has joined the adver- 
tising staff of the General Electric Com- 
pany, Merchandise Department, Bridge- 
port, Conn. His work will be solely on 
Home Laundry Equipment. 

Mr. Upham was formerly with Conde 
Nast publishers, New York; the Firestone 
Rubber Co., as advertising manager of 
the footwear division; and was account 
executive for Louis Glasser, Inc., Boston 
advertising agency. 


N. Y. American 


Helen Watts Schreiber, nationally 
known food authority and lecturer, whose 
work in commercial home economics has 
been well known for the past fifteen years, 
has become Prudence Penny, head of the 
New York American’s Homemakers’ De- 
partment. 


HIGH! 
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FREE! 


This big, attractive 


“daily special’ display 


IT'S 40 INCHES 


mS 


YOU PUT 
YOUR MESSAGE 
HERE— 


Your own special message goes on this big 
pad. A different message every day if you 
wish, —just tear off the used sheet and 
write on the next one. 


It's your display... 
you put your own 
sales message on it 
every day... 


Here’s one of the handiest display 
pieces you've ever seen. A sub- 
stantial good-looking easel sign, 
printed in colors, that carries a big 
(17x 14) pad on which you can put 
your special sales message for each 
day. The display stands 40 inches 
high and has fine visibility. There 
are plenty of sheets on the pad for 
your specials, 


Even the heavy lettering pencil 
is included! 

There are dozens of ways in which 
this great display will come in 
handy, so send the coupon for 
yours today. No special deal — 
just another outstanding display 
produced by the National Carbon 
Company to help you sell more 
merchandise. 


USE THIS COUPON 


National Carbon Company, Inc. 
30 East 42nd Street, New York, N. Y. 


Please send me the “daily special” 
display piece. 


Name 


Address 


leo? 
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New 
‘ 
we 
EVEREADY 
| To Flashlight Battenes 
| me. THEY'RE FRESH 
Zaurn Mowers 
Seed, 30% |) 
fash apply of om Kan 
Ey 


GALLAWAY 


I'S a beautiful store. Right on the 
corner, for one thing, and situated 


so near the center of the little Long 
Island town of Freeport, you could hardly 
miss it \ new boiler-burner unit just 
inside the door, four conversion burners 
w (handsomely outlined with 


paper streamers and 


n the windo 
a conversion 
wirner installation just inside the door 
sales headquarters 

And when you go in the store, there 
are three pretty girls busy at the tele 
phone, the files and the typewriter. They 
ire not there for looks—although their 
looks don't hurt the place a bit. The two 
girls at the front telephones are busy 
making some 300 calls a day; the girl at 
the files is keeping the list of present 
users and customers up to date and in 
order because they are the most valuable 
tool the organization has to sell new jobs; 
and the girl at the typewriter. Well, 
she’s a secretary 

Presiding over the whole organization 
is A. F. Van En whose voice, at the 
time the writer entered, might have been 
heard assuring a customer that the pres 
ence of a distressing amount of water in 
the cellar was due, not to the oil burner 
installed therein, but to the natural per- 
versity of wind and rain 

“T'll go a long way out of my way to 
please a customer and to be sure that 
anv job we have sold her is working at 
100 per cent,” he said, “but there is no 
use in letting them walk all over you. 
That's the trouble with a lot of people 
in this business. They make too many 
concessions to the customer. And con- 
cessions cost money 

“There is nothing more important than 
i satisfied customer. They produce more 
business for vou in the long run than a 
whole staff of star salesmen—if there is 
any such thing 

“And that, I may say” he went on— 
almost in anticipation of my question— 
“is one of the reasons we sell oil burners. 
We would be willing to go to any length 
or cost to see that the customer receives 
the kind of service and convenience from 
her burner that we claim for it and that 
we know it will give 

“Why the very quality of the service 
you give has an effect on the business 
It is not only that a customer we have 
sold a burner to will tell her friends and 
simplify a future sale. Sometimes there 
are relatives in the same family owning 
different burners—one of ours, let us say, 
and one of another make in a different 
house People ire human Thev are 
proud of the thing they own and the serv- 
ce that goes with it. If our service is 
better, then the relative owning a differ 
ent kind of burner impre sed If she 
is asked her opinion about the right kind 


4 burner to buy she is liable to say: 
Well, I have a good one but my sistet 
has one she bought from the Alpha Utili 
ties and, | must sav, they are alwavs 
ready to do the slightest thing. She gets 
much better service than we do, etc.’” 
There is another thing about service. 
ipart trom the fact that it brings in a 
t of business t pavs When the 
vear's guarantee is up we sell the cus 
tomer on a $25 a vear service fee, which 
neludes cleaning the boiler. starting the 
burner, taking care of oil deliveries and 
ther incidental Most of our customers 
ubscribe to it and it has a three-fold 
usefulness It pays its wav; it keeps us 


run out of oil 


in constant contact with the customer 
where most of our leads come from; and, 
third, it insures our giving complete sat- 
isfaction to that customer, because with 
constant inspection we are able to know 
when parts may get worn—don’t forget 
we have a lot of old installations to take 
care of—and just as long as we keep 
the burner functioning in first rate condi- 
tion we are continually building up for 
ourselves a lot of new business.” 

\ll these things would seem to be good 
dope in the light of what Alpha Utilities, 
Inc. (Quiet May) have done. With 
something like 1,400 installations to their 
credit in little less than eight years and 
with a yearly volume of about 110 in- 
stallations at present, they rank among 
first-rate distributors—even in the swank 
territory that the Nassau County section 
of Long Island takes in. 

Chey cover all of it, too. And that 
with only about five salesmen and three 
installation men during the peak of the 


300 Phone Calls a Day 


Alpha Utilities, Freeport, L. 1., never 
burner prospects 


season. Price cuts, Mr. Van En said, 
had cut into their business to some ex- 
tent, and it took a superior type of selling 
to merchandise an oil burner or boiler 
burner unit that hit the market at $100 
or more a unit than most jobs. 

“But there is no need for argument 
about price in the oil burner field,” he 
said impatiently, “we still have too far 
to go. There are still too many people 
hearing about oil burners for the first 
time; too many people that have heard 
about them and are just waiting till they 
have the money to buy; and too many 
that would rather spend a little more, 
anyway, if they could be assured of the 
trouble-free service that went with a 
quality oil burner and a reliable sales 
organization.” 

You can gather from that that Mr. 
Van En is, underneath the gruff exterior 
and the candid approach to oil burner 
selling problems, is an enthusiast at heart. 
He is. His very organization spells it. 


From the two girls, aforementioned, ; |; 
do nothing but call up people all day |), 
find out whether they have an oil bu: 
whether they would like an oil bur 
whether they expect to buy an oil bu: .; 
in the near future; and, whether a 

man from the Alpha Utilities can’t 4) 
on them or look into their auton «;, 
house-heating needs. 

You find it out from his pre-occup: 
with the fact that his salesmen hay. + 
earn a living and that no one can b! 
them if they work at something and ,(| 
to make that living. He pays them d 
ing account and commission and k: 
only a choice few so that they may he 
the better satisfied in their earnings. 

You know it from the immacu 
fashion in which his showrooms and })js 
salesrooms are kept up—in the salesr 
there is a desk for every man, a disp! 
and a chart of current progress—not a 
barn, littered with cigarette butts 
cuspidors and hired-out folding chair 

And, finally, you know it from the fact 
that he is selling oil burners and that he 
is more interested in seeing that a e 
once made is a sale that stays made than 
he is in hypnotism and high-pressure, the 
twin ogres that have done more to ruin 
this home utility and appliance business 
than all the rest of the sins combined. 


The new Quiet MAY Oil Fur- 
nace isa revelation in the space 
it occupies—what it will do 
and the low price at which it is 
offered. Here's brief deserip- 
tion of a few of its unique 
features. 


The mechanism is completely 
contained within an attractive 
modernistic cabinet and you 
will note from the illustration 
there are no controls or connec- 
tions to mar its graceful lines. 
The unit is complete in itself. 
All electrical connections, 
risers, and outlets enter the 
cabinet from the rear. A very 
important feature is its ability 
to furnish instantaneous do- 
mestic hot water without the 
necessity of installing a hot 


Presenting the New 
Quiet MAY Oil Furnace 


with Dual Function 


1. Comfort Heat — 2. Tankless Hot Water 


water storage tank. This is ac- 
complished by the Quiet MAY 
tankless transfer coil installed 
right in the boiler water. 


Another unique and exclusive 
feature is that when using it on 
a hot water radiation system it 
is not necessary to use motor- 
ized valves or other similar ac- 
cemories for controlling the 
flow of hot water to the radia- 
tors in summer when operated 
in connection with domestic 
hot water. This means a decided 
saving in dollars and cents. 


This exclusive method of con- 
trol has been developed by 
Quiet MAY research engineers 
and adopted after being tried 
and tested in operation over a 
long period of time. 


MAY OIL BURNER CORPORATION 


Baltimore, Md. 
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oil burners 


The Federal Housing Act 
and Oil Burner Financing 


|. burner dealers and air condition- 
O ng men—whose products, immova- 
bles. come under the financing scope of 
the federal Housing Administration, and 
the National Housing Act—were asking 
in \ugust just how to put their shoulders 
to the wheel and translate the proposition 
into sales. 
e bait to inspire action on the part 
of customers is a low finance rate. Fifteen 
dollars pays a $300 loan for a year. 


No Dealer Recourse 


loan company, or finance house. After 
getting the money, and paying the dealer, 
the customer paddles his own canoe in 
making payments. 

Just what does the customer have to 
have to get this loan? Here are the 
essentials : 

1. His income has to be five times 
the amount of the loan. 

2. His taxes have to be paid up to 
date. 

3. The mortgage on his property has 
to be in good standing, with no past due 


signed by his wife, is the security. The 
limit that may be borrowed under this 
arrangement is $2,000. Minimum $100. 


Not U. S. Money 


Contrary to popular belief, the U. S. 
Government does not advance this money. 
It merely gives the authorized lender in- 
surance against loss up to 20% of his 
total loans. 

As ballyhoo the proposition looks 
sugar coated, in actuality men in financial 
circles are lukewarm about the Federal 
Housing Administration, wonder if it is 
not merely a device for stabling some 
more well fed political appointees. 

In the first place, the credentials a 
borrower must have weed out all but first 
class risks, who usually could get money 
without the benefit of act. Second, since 
there is no chattel mortgage on the mer- 


Plan of action is to short circuit the interest, or liens against the place. chandise, in effect the transaction 
dealer out of the financing picture, and Cost of the loan is $5 per $100 repay- amounts to a small loan. The experience 
have the customer apply for a loan di- able in twelve monthly installments. A of the small loan companies has been 


rect to authorized bank, building and note from the property owner, jointly 


that they cannot do business on the 10% 


LL through the price-cutting hysteria, Quer MAY 
A stood firmly on its traditional policy: High quality 
at a fair price, with a generous margin of profit for 
the dealer. Because of this policy, Quier MAY has con- 
sistently held its position in the industry. 


Now the cut-price hysteria has passed. The day of 
reckoning is at hand! The manufacturer who has kept 
faith with the public—and the dealer who has earned 
good will, not bought it—are reaping their reward. 


The public is buying oil burners again—eagerly, but 
with discrimination. It’s a public now made wiser by 
years of cut-price punishment. Buyers know more 
than they did... and they want to know even more. 
Facts... not claims! 


Quer MAY’s record of achievement is unique. While 
others “wait to see what happens”, Quer MAY steps 
out confidently toward its goal of mechanical perfection. 
From this determination to anticipate a trend rather 
than to follow it, was born the Gerotor Pump . . . 
the Jewelled Atomizer . .. the Traffic-Cop Valve 
... Cushioned Power ... EconoMAY Inserts and the 
Ther-MAY-Lator. Then came the Quer MAY “Burner 


Beautiful” for conversion jobs. And NOW after 
studying and making 40,000 installations—the New 
Quer MAY Oil Furnace, affording the maximum in 
“Comfort Heat” and Tankless Domestic Hot Water. 
The only real package job on the market today. 


As a dealer, oil jobber, plumbing and heating ¢on- 
tractor, supply house or specialty distributor, it will 
pay you to consider Quer MAY. 


Consider the product . . . supreme in craftsmanship 
... and as modern in design as tomorrow’s motor car. 


Consider, too, the advantage of tying up with a manu- 
facturer who has constructively helped dealers to 
organize their oil burner business on a money-making 
basis .. . evolving a fool-proof budget system to safe- 
guard profits ... giving genuine factory cooperation 
in sales and merchandising. 


And that’s the Quer MAY story. In the quality field 
here is an Oil Heating System and a complete Dual 
Function Oil Furnace that hold a unique position of 
superiority. If you measure up to Quer MAY, let’s get 
together! Benefit NOW with Quer MAY dealers who 
are proving, with profits, that it’s Time to Cash in on 
Reputation! 


NAME 


FIRM 


ADDRESS 


cITY 


MAY OIL BURNER CORP., Baltimore, Md. 


Give me the complete QuIET MAY story... . facts, figures, and dollar signs 


—— 


allowed under the act. Even credit unions 
get from 12 to 18%. 

Consequently, the 10% interest charge 
is in line only with bank rates, and 
bankers have not the set-up or experience 
for chasing small loans. 

Balancing the low rate, of course, is 
the government blanket insurance on the 
loans up to 20%. This probably would 
take care of losses, but leaves costs of 
handling loans a moot question. Still 
another bugaboo to bankers is the recol- 
lection that farmers in the south have 
been notoriously poor in repaying gov- 
ernment crop loans, considering the 
money a present. Should this idea get 
started among Federal Housing Ad- 
ministration borrowers, said one banker, 
the 20% protection wouldn’t be a drop 
in the bucket. There would probably 
cause a general fall down in all collec- 
tions. On the other hand, however, high 
standing of customers who qualify is a 
protection against this. 

Summing up: Some insiders feel there 
is little chance to build a selling cam- 
paign around the act and put over a lot 
of merchandise. Few banks will organize 
to handle this sort of paper, possibly. 
Most commercial oil burner and air 
conditioner paper will continue to go 
through usual finance channels. 


Chicago Burner Men 
to Campaign 
Against Gas 


YEAR of tough going against the 
country’s biggest gas heat campaign, 
a hike in the price of fuel oil, has in- 
duced the Chicago Oil Burner Associa- 
tion and the Burning Oil Distributors 
Association to join hands for the pur- 
pose of promoting automatic heat. 
Folders are being mailed out to pros- 
pects, banners are being displayed on oil 
tanks and the two associations are con- 
templating a space campaign in Chicago 
newspapers to present their case jointly. 
R. H. Petty is secretary of the burner 
men, and F. B. Caldwell, 616 South 
Michigan Ave,, acts in that capacity for 
the oil men. 


Here isa New Market 
for Oil Burners 


ERE is a brand new market for oil 

burners. The alert oil burner dealer 
will sell the idea and plan, and inciden- 
tally a few oil burners. 

The Sahara era of bootleggers made 
beer dispensing virtually a lost art. The 
furtive cleanliness of the bathtub was 
good enough. A bottle opener was all 
the equipment needed. The modern 
green-grocer, who is licensed to dispense 
beer, knows neither how to tap a keg nor 
how to keep his brew potable to the last 
drop. 

And that is why the brewer must step 
in with an oil burner and steam outfit to 
service retail outlets and see that dis- 
pensing equipment is kept clean. 

The Hemrick Brewing Company, 
Seattle, Wash., inaugurated a coil clean- 
ing service for beer dispensers that will 
be widely copied, and the oil burner 
dealer stands to pick up some extra busi- 
ness if he goes after it. 

The Hemrick coil cleaning outfit is a 
simple rig—a steam boiler and an oil 
burner rigged up on the back of a Chev- 
rolet coupe. A hose attached to the 
steam boiler, and long enough to reach 
from the street to the beer box and coils 
is also a part of the equipment. 

Two men operate the truck and visit 
every Hemrick dealer in the county. 
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Westinghouse 
Refrigerator 
Westinghouse Electric Mfg. Ce 


Mansfield, O 
d hest-type refrigerator, 


Capacity ° u.ft food storage; 20 


Description White high bake Dulux 


Sessions Clock 


exterior, i-piece porcelain’ interior; 
4 hp. motor; unit controlled by tem 
perature selector located outside 
ibinet; “Sanalloy” evaporator; 36 
224 in ide, Model: Westminster No. 68D. 
slig + y recessed ase inishec in Description: Genuine mahogany case, 
lac 


77.50—Electrical Merchandising 


124 in. high, 11 in. wide; 6 in. metal 
September, 1934 


dial with raised numerals; manual 
starting electric chime movement, 
chiming each quarter hour; 60 cycle 
a.c. 110-130 volts. 

Price: $25.50.—Electrical Merchandis- 


GE Hotpoint ing, September, 1934. 
Rex Mixer Cabinet 


. The General Electric Co., Mdse. Dept., 
4 Bridgeport, Conn. 
Device: De Luxe mixer cabinet set. 
4 Description: Mixer is at table level 
4 when in working position; cover 
closes and mixer is lowered into 
; cabinet out of sight, by merely press- 
. ing button ; accessories most fre- 
quently used are held right on cover, 
B easily available; lower storage com- 
partment to hold additional small 
ippliances; double convenience out- 
: let located on right side; drop shelf 
ie on left side; overall closed dimen- 
sions, 344 in. high, 18 in. deep, 214 
in. wide; sold only as part of com- 
plete unit consisting of cabinet, 
De Luxe mixer with standard and 
additional mixer accessories White 
enamel finish with black legs. 
Price: $57.50 complete.—Electrical Mer- 
chandising, September, 1934 


Models: 7—Nos. 75, 74, 72, 6 


LOOK! A FISTFUL 
OF MONEY ON A 
DINING ROOM 


Dealer: What's this, a tea party? you put a G-E Hotpoint Cooker, a Hot- of advertising doesn’t get women into 
point Chafing Dish, a Hotpoint Waffle your store nothing will! 


Iron, a Hotpoint Toaster, and a Hotpoint Dealer: Great! But have any dealers ever 
Coffee Maker. Thtn—you smack out a tried this Table Cookery idea? 


Hotpoint Redman: No sir! It’s one of the 
hottest ideas ever pulled out of the coals! 


An idea that will get women to buy like - ; 
7 few cards telling women how they can 


beavers! Hl ks. f k k Hotpoint Redman: Have they? Why, your 
srill steaks, fry eggs, make pancakes 
8 “88 P old competitor, Smithers down the 
Dealer: Spring it! waffles, toast, rarebits, creamed chicken, 


sre : TABLE! Street, sold so many Waffle Irons and 
Hotpoint Redman: See this dining-room and coffee RIGHT AT THE TABLE! Toasters last month that he had to throw 
table! Well, you set up one of these right Desler: Swell idea! Where'd you away all hishats—his head got so swelled! 
in your store—where people will prac- . : 

snitch it? Dealer: Well, if he can do it... so 


tically trip over it! Use a nifty table- “ 
‘ : can I! Get out your order pad. 


cloth, and swanky dishes—fix it up Hotpoint Redman: It’s not only a good ree a 
swell! On this table you put... idea but we’re telling millions of women *Nore: These October magazines come 
‘ . all about it. Look in the October* issues outin September. Better work fast! Phone 
Dealer: How’'|l you have your eggs, boss? 
of Good Housekeeping— Better Homes your G-E jobber today, or write Section 
Hotpoint Redman: Listen! ... on this table & Gardens—and McCall’s! If that kind E-349, Mdse. Dept., Bridgeport, Conn. 


GENERAL@ ELECTRIC Hotfwinf. 


G-E Hotpoint “Westchester” Automatic Waffle 
Iron . . . $9.95. G-E Hotpoint “Treasure Chest” 
Cooker . . . $9.95. Waffle grids extra. G-E Hor- 
point “Yarmouth” Toaster . . . $3.95. G-E Hor- 
point “Oxford” Percolater—6-cup capacity . . . 
$7.95. 7-cup capacity . . . $8.95. G-E Hotpoint 
“Dorchester” Coffee Maker, 6-cup capacity. . . 
$9.95. G-E Hotpoint Chafing Dish . . . $14.95. 
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Royal Cleaners 


The P. A. Geier Co., Cleveland i) 


71, 


Royalette 


55. 
Brush: Nos. 75, 65, 70, 71 motor d ven, 


revolving ; 74, 72, 71, 70 sweep action 


Special Features: No. 75, purifier chem- 


ical chamber, 2-speed motor, ¢lect 
light; No. 74 and 65, electric light 
automatically oiled bearings, tilting 
device; No. 72 and 70, powerful suc- 
tion, double rear wheels, super sery- 
ice cord; Royalette, high suction, 
rubber nozzle, attractive color com- 
binations. 


Prices: Nos. 75 and 74, $59.50; 72 and 


ette $16.50.—Electrical Merchandising, 
September, 1934. 


New Chamberlain 
Wringer 


The Chamberlain Corp., Waterloo, lowe 

Device: Conveyor-belt feed wringer 

Description: Endless traveling belt 
earries clothes into wringer rolls and 
feeds them through wringer; one end 
of garment is dropped on feed and 
belt does rest; no mechanism to get 
out of order; wringer feed is operated 
by friction by means of rubber rollers 
which press against lower wringer 
roll; starting wringer automatically 
operates wringer feed; drain board 
reverses itself automatically; no ex- 
posed moving parts on wringer feed, 
no parts which will require mechan- 
ical attention. Developed by H. H 
Gaines, Los Angeles, Calif.—lectrical 
Merchandising, September, 1934. 


Quiet May Oil Furnace 


May Oil Burner Corp., Baltimore, Md 

Device: Self-contained oil furnace with 
dual function: comfort heat and tank- 
less hot water. 

Description: 2 sizes: 600 and 900 sft. 
direct steam radiation at boiler; pres- 
sure atomizing type burner; ele ‘ric 
ignition, burns No. 3 oil; Gerotor oi! 
pump, double sapphire-jeweled a‘ ™- 


izing nozzle and other features of 
Quiet May; combustion chambe 5 
formed by “Ther-May-Lator”—mo ‘ed 
refractory cylinder having 
passages that function as little b ©" 
within boiler; tankless 
supplies ot water summer d 
winter, automatically controlled 
thermostatic device that ope! s 
burner when water temperature 
and stops it when desired tempera “© 


is restored; hot water radiation ! 
ing systems are served by furnace |. ‘ 
ing new “Transfer Heater” consis 
of copper coils situated above w °" 
line in steam dome, which _ e 
same mechanism to supply tankles* 

water in summer without motor 
valves, pumps, etc., grey and 
finish with chromium trim ca! t 
encloses all working parts.—Elec' 
Merchandising, September, 1934. 
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wv ing, non-pulsating ump; ignition 
J transformer provides large, hot spark, 
precludes possibility of ignition fail- 
ure or radio interference; adjustable 
air shutter permits accurate setting 
of air and oil supply; air tubulator 
located inside air supply tube imparts 
J whirling motion to air stream mixing 
atomized oil and air necessary for 
complete combustion; fan housing in 
direct alignment with air supply 
blue lacquer, chromium trim.—Elec- 
American Beauty trical Merchandising, September, 1934. 
Washer 
Getz Power Washer Co., Morton, Ill. 
Model: No. 10. 
Corrugated porcelain tub; 
patented agitator with perforations 
gives new violent water action; ma- 
chine cut gears run in oil; “Super- 
Safety” wringer; balloon rolls; 
drain pan; % hp. motor; 
vory tub with sun-tan trim.—Elec- 
trical Merchandising, September, 1934. Kelvinator Burner 
Kelvinator Corp., Detroit, Mich., and 
Kewanee Boiler Corp., a div. of 
can Ra tor Co. 
!Tamilton Beach Model: botler-burner heating unit. 
Mi Description: Adaptable to both hot 
1xer water and steam applications; auto- 
hot water ey be 
Mt stalled at slight additional cost; 
% to £00 sa. ft. steam radiation, 670. 960 D ] H 
wer sq. ot water; uses No or 
models radio oil; burner unit reme one trop 
pressure, atomizing variety; locate 
eliminator Es —— at rear of heater in out-of-way posi- Dremel Mfg. Co., 
| ota , tion; @ hp. 60 cycl tor, 110 volt 15th and Clark Sts., Racine, Wis. 
4 as former Model B; no in- 1; & hp. cycle motor, vo n 
ae se in price a.c.; continuous electric spark type Device: Razor blade sharpener. 
price: Mixer with 2 bowls $18.75; ignition ; boiler features: spiral baffles Description: Hones and strops both 
“"yi9.75 Western price. — Electrical in long fire tubes force hot gases into edges of razor blade at same time; 
q M a pendieiag September, 1934. contact with tube heating surfaces designed to sharpen all blades fitting 
e ’ resulting in rapid extraction of all new Gillette type razor; universal 
4 wv available heat; single-pass tube bank motor; 110-120 volt; built-in auto- 
x reduces draft loss through boiler; matic switch turns current on and 
- cylindrical combustion chamber con- off; chromium plated housing; may 
- ri yy? forms to natural size and shape of be ‘hung permanently on wall. 
, : flame; small, compact in design; Price: $4.95.—Electrical Merchandising, 
- burner features: noiseless, self-prim- September, 1934. 
d 
N orge Refrigerator 
ge Corp... Detroit, Mich. 
Me Model 20 “Norgette” chest 
type refrigerator. 
Capacity: 2 cu. x. storage space; 2 ice ; 
trays, 36 cu j 
Description: Porcelain top, lacquer 
sides and front, porcelain interior; 36 3 ™g 
in. high, 224 in. wide, 19§ in. deep; t 


equipped with 1 basket, 1 sliding and 
1 tank bottom shelf; beverage bottle x 
capacity with sliding shelf removed, 
‘6 bottles; standard Rollator fully \ 
powered to unusual cold- 

making 
Price: $77.50. — Blectrical Merchandis- 

ing, September, 1934 


v 


n- 
i 
al 
GE Hotpoint tron 
The General Electric Co., Mdse. Dept., 
Bridgeport, Conn. 
Model; “Moderne” automatic streamline 
iron. 
Description: Aero-dynamic in design; 
weighs 3% Ibs.; Calrod unit, 1,000 
Watts, 115-125 a.c. only; combined 
soleplate and pressure plate cast from 
duralumin; new thermostat with 
greater range of heat controls; heat 
dial calibrated by materials; black 
Calmold handle with thumb rest ; 
double button-nooks. 
Price: $8.95. {Electrical Merchandising, 
September, 193 
v 
> — 
th 
k- 
“ ORE convincing than all of the 
ic 
. statements that could be made 
of 
is concerning their quietness and depend- 
er 
ro ability, their excellence of design and 
. Mixmaster Attachment workmanship and their comparative freedom from warranty 
re 


hicago Flexible Shaft Co., 
ssevelt Rd. and Central Ave., 
v- De Chicago, Ill. 
Colander attachment for Sun- 
r Mixmaster. 
ts ption: Colander for straining 


cetables, fruits, etc. to make purees, 
i /*\es; simple to operate; drop vege- 
k ~ es or fruit into generous sized 
t ber and touch switch; quickly f 
1 a hed to Mixmaster. — Electrical 


‘*chandising, September, 1934. 


work—is the fact that Sunlight motors are used by fully 62% 
of all washing machine manufacturers. 
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Stewart Warner 
‘Refrigerator 
Stewart-Warner Corp 


1826 Diversey Parkway, Chicago, lil 
Vodel No. 254 


Capacity 2.5 cu.ft food storage, 2 
trays, 56 cubes 

Nice $54 in. high, 23 in. wide, 23 15/16 
n. deep 

Description Intended primarily for in 
stallation under sink, can be used also 


chen table top 
exterior porce 


lain lining and porcelain evaporator ; 
twin-cylinder compressor driven by 
1/5 hp. capacitor motor; finned, con 
tinuou tube condenser air-cooled by 

in. blower fan; Sulphur Dioxide re- 
frigerant—avalilable for 60, 50, 30 and 
4 eycle 110 volt, also for 32, 115 
and 230 volt de Electrical Merch 


indising, September, 1934 


Gregg Handilite 


The Grega Mia. Co., Fredericktown, O 


levies Portable wall lamp 
lescription Handcrafted wrought iron 
bracket with 10 in. parchment 
which may be ipported by 
hook or na n back of lamp 
ivailable in various models 
ernart Ivylite which include 
emovable green ivy pot; “Extralite 
ind “Original” which can be used as 
desk or wall lamp for direct or in 


direct lighting Electrical Merchand 
ising, September, 1934 


Pennwood Clock 


The Pennwood Co., 

7525 Kensington S8t., Pittsburgh, Pa. 

Device: Wall clock 

Description: No dial, large numerals 
indicate correct time, figures change 
every 60 seconds; started and set 
from front; powered and timed by 
specially constructed motor anchored 
in unique form of molded material 
which holds gears in perfect align- 
ment; complete works fitted to 1- 
piece molded base supporting 3 
Plaskon drums which carry numerals; 
60 cycles, 110 volts; available in 
green, ivory, black, walnut and other 
colors. 

Price: $5.95.—Electrical Merchandising 
September, 1934. 


Silex Coffee Maker 


The Silex Co., Hartford, Conn 
Model: “Ormond” coffee maker. 
Description: Stove and decanter a single 
unit assembly; K-type Pyrex glass- 
ware easily removed for washing; 
chromium plated metal parts; stove 
550 watts, 115 volts; Strainex also 
available making a combination 
coffee and tea maker 

Price: 2 to 8 cup sizes $10.45 to $10.95 
Complete with tray, tea caddy and 
Strainex for brewing tea at table, 
$2.40 extra Electrical Merchandis 
ing, September, 1934 


A Review of 


Westinghouse Range 


Westinghouse Elect. Mfg. Co., 
Mdse. Dept., Mansfield, O. 
Device; “Cardinal” automatic range. 
Surface burners: 3 open coil units—2-6 
in. 1,000 watts, 1-8 in. 1,800 watts 
interchangeable with Corox, quick- 
cook units and quick-cooker. 
Sizes: 404x22$x41§; oven 16x14x18§ in. 
Special Features: Built-in Watchman 
disc thermostat; radio type dial; 
“Dulux” finish throughout’ except 
porcelain oven panels and lining. 
Price: $61.25.—Electrical Merchandis- 
ing, September, 1934. 


GE Ironers 


General Electric Co., Mdse. Dept 
Bridgeport, Conn. 

Models: AF-10 and AF-5 flat plate 
ironers, 

Description: Model AF-10, automat) 
ironer operated by GE Thrustor 
motor-driven hydraulic device whict 
at touch of control produces required 


pressing force and a smooth, cys} 
ioned return; 300 sq.in. ironing sur 
face; thermostatic control ruffle 
iron; pressed steel table; removab| 


table top available at slight extr 
cost. Model AF-5, portable ironer 
weighs 28 Ibs.; equipped with heat 


indicator; 263 sq.in. ironing surface 
designed for convenient manual oper- 
ation Other features both models 
tilted ironing boards, moisture grooves 
and traps in large aluminum bucks 


removable Calrod heating nits 
Electrical Merchandising, September 
1934 


Morrill Cleaner + 


Morrill Morrill, 

30 Church St., New York City 
Device: Type N vacuum system. 
Description: Noiseless; equipped with 

radio interference eliminators; no 
dust bag to empty, enameled steel 
can easy to empty; self-cleaning, en- 
closed, “dual Sanifilter’” screens out 


Kromaster Hostess Tray 


Lehman Bros. Silverware Corp 
197 Grand 8t., New York City 


all dust, cannot become clogged; con- Device: Liberty Pattern, combinatior 
stant vacuum maintained throughout sandwich toaster with hostess party 
operation; rubber sealing gasket on outfit including drip cup. 

can prevents loss of suction; Uni- Description: No 475-100 modernist 
versal, air-cooled motor, 110-115 chromium plated toaster full mica 
volts; large turbine fan mounted on element, block Bakelite handles 
motor shaft; floating power unit, pro- hostess party outfit consists of 14x2i 
duces heavy air flow; accessories in- chromium tray, Bakelite handles 
clude detachable upholstery’ brush, erystal dishes, wood block and ste 
erevice nozzle, book brush, radiator knife 

brush, moth cartridge; other attach- Price; Toaster only, $3; entire combina 


ments available. Electrical Merch- 
andising, September, 1934. 


tion $6 per set.—Electrical Merchani 
ising, September, 1934. 
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His best foot goes forward on a rubber heel; a 
rubber heel shaped in a mold heated with elec- 
tricity, through CHROMEL heating-units . . . The 
makers of the good heating devices you sell put 
their best foot forward by equipping their products 
with units made of CHROMEL ... You also do the 
same thing when you sell to your customers heating 
devices that are Chromel equipped . . . Chrome! 
safeguards trade-names of priceless value; and 
when you sell those devices with durable elements 
of Chromel, you are protecting your own good- 
will. . . . If interested in coiled-wire heating units, 
send for our Heating Unit Calculator, Form KG. 
Hoskins Manufacturing Co., Detroit, Michigan. 


Mal 
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Wringer: “One-Control” wringer, single 
GE Washers applies and releases 
r pressure, starts rolls rotating, con- 
General Electric Co., Mdse. Dept., trols position of drain board, starts u 
Bridgeport, Conn. and stops rolls, acts as safety re lease ; sh 
Models: 5 “Silent” wringer models, De luxe wringers on models AW-23, - 
AW-21, AW-22 AW-23, AW-24, AW- 24, 25 have hinged drain boards, that 
5. 4 may be closed when not in use; color 
oy Capacities: 6, 7, 8 and 9 Ibs. clothes guide rolls indicate direction of roll ‘ 
capacity respectively. movement; offset upper roll provides 
Special Features: Quiet operation easier feeding of clothes. i 
achieved by reducing number of Models 2-G and 3-G, popular , 
moving parts in gear case to 4; double-tub spin-basket machines have " 
permanently lubricated motor; GE been retained in line. — Electrical 
De 1 Washer Activator. Merchandising, September, 1934. 
xrer Model AW-21 equipped with 
gravity drain hose; Activator control v 
rhe Dexter Co., Fairfield, lowa mounted on front skirt; AW-22 has 
Model 3E n.” ped with Ch quick-emptying pump AW-23, equip- 
Descriplion Squippec lamber- w e uxe ringer, avity 
Wringer with Conveyer Belt hose, may also be equipped 
which carries clothes to the wringer with pump; AW-24, round cabinet . 
rol nd speeds up type washer, equipped with quick- 
tior oversize, corrugatec vitreous 


emptying pump and foot controls; 
AW-25, square-shaped cabinet, 8 in. 
de luxe wringer; temperature indica- 
tor; starting switch, splashless rim 


ena 1 tub, green outside, white in- 
side. French 3-wing agitator; 24 in. 


wringer rolls, 3 in. rubber tired 


castors. 6 other models are included and foot controls. 
the 1934 line—56E, 50-E, 51-E 
54-E, 57-E.—Electrical Mer- 
chandising, September, 1934. ‘ — 


Calpa Lamp 


t x Calpa Products Co., Philadelphia, Pa. 
Scot lroner ! Device: Calpa study and reading lamp. 
sic Description: Built to specifications of 
- Scott Mfg. Co., Philadelphia, Pa. 1. E. S.; equipped with opal glass re- 
sh Description: Motorless, gearless, fully i flector which diffuses light and pro- 
ur ball-bearing equipped; pressure is vides indirect lighting; parchment 
iffle atomatically applied; equipped with shade is sprayed white inside which a 
ble 3 independently controlled Chromalox ; creates reflecting surface; base and 
tr elements which permits heat to be { column bronze, chromium or other 
ner localized to any part of ironing shoe; standard finishes ; 63 in. high; 
eat will either iron or press without oper- equipped with mogul screw socket for 
ce ator being required to keep pace with 250 watt lamp or wired for 2-filament 
er. any set mechanical speed.—Electrical 3-way bulb.—Electrical Merchandis- 
als Merchandising, September, 1934. Lae ing, September, 1934. 
ves 
Ks 
ber 
Oshkosh Stoker 
Leach Co., Oshkosh, Wis. 
Deviee: Coal stoker automatically oper- 
ated by thermostatic control, with 7 
ay “underfiring”’ principle 
Description: 3-speed feed adjustment 
with atomatic air control regulates 
volume of draft through blower to 
correspond with feeding speed of 
ior worm; easy-to-fill coal hopper holds 
irty 400 Ibs. coal; latest model retort de- 
signed with flowing angles and ade- 
quate air supply; automatic air 
shutter works in conjunction with 
oal feed, sets proper amount of air; 
V-belt type drive.—Electrical Merch- 
andising, September, 1934. 
na 
nd 
how G-E ever sta ed! 
S 
THE CHEF—MODEL AB 2F-04. Wall « or shelf type, 
kitchen clock. Green with ivory stripes, ivory with red 
stripes or black with white stripes — black Arabic nu- 
merals. Self-starting. 6% in, square, 1% in. deep. 
Greist Lamps 
The Grete Mfg. Co., New Haven, Conn. 
Models: Greist I. E. S. indirect and 
semi-indirect floor lamps and semi- 
indirect study lamps. Me 
Description: 3 period floor lamps, Chip- 
pendale, Flemish and Queen Anne 
a semi-indirect type constructed with : 
translucent glass reflector, equipped 
" with 3-way switch and mogul socket 
‘ for new 3-way bulb giving 100, 200 or 
300 watts; indirect type with candles 
constructed with metal reflector ané 
sume THE FLEET—MODEL AB 3F-60. A modern, easel type. THE VOGUE—MODEL 3F-56. Brushed copper case THE STANWOOD — MODEL AB 4F-54. Hare wood, 
t bronze English ° brass “and silvium frame clock at a sensationally low price. Green, ivory with black base—black bezel ring—light ivory dial with zebra wood, lace wood or ebony with gold or chrome 
bronze. 3 popular priced floor lamps or black with black Roman numerals. Self-searting. black Arabic numerals. Self-starting. Height 5 in., width finished dial and bezel ring. Black Arabic numerals. 07 
semi-indirect. and indirect types, 5 in. square, 1% in. deep. 5% in., depth 1% in. (base 6% in). List.......$5.95. starting. 6% in. square, 1% in, deep. List... ....$7.50 
available in 2 finishes—dark bronze 
and English brass. 4 study and read- 
e ing lamps complete with reflector and 
shade —- Pompeian, Dorset, Early 
g English, Marlboro; bronze, green 
enamel, mahogany bronze finishes— 
1,000 watts.—Electrical Merchandis- 
| ing, September, 1934 
THE MORNING STAR — MODEL AB 7F-52. Alarm. THE SECRETARY— MODEL AB 3F-58. Mahoqany THE INWALL — MODEL AB IF-608 and MODEL AB 
} lack, ivory, robin's egg blue with gold trim, or French with contrasting inlaid trim. Light ivory dial, blac 1F-612. A flush, wall type clock for home, office, store or 
. gray with chrome trim. 12-hour bell alarm. Self-starting. Arabic numerals. a Height 5% in., width factory. Available in 8 in. and 12 in. sizes. Chrome- 
Height 5 in., width 4% , depth 3 in. $7.50. plated case. Self-starting. Depth 34 in. List, 8 in. . $8. 75, 
eRe months ago G-E in- move faster than any clocks ever E 
troduced The Clock Merchan- placed on a counter. New clocks! < 
diser that put dealers in the clock Different clocks! Different in style! , 
business for less than $25. Different in color and design! And 
v It went like a house afire! Dealers all backed by G-E. 
! 
Debler Oil Burner snapped up ‘wice as many as we Here they are! Orders now being 
ie figured on, and we figured on them taken for immediate shipment! See 
ebler Products Co., ° 
bei? ackson Bt., Worcester. Mase. taking plenty! your nearest G-E clock distributor, 
iption: “Embodies principles _of Now G-E comes along to plus or write us direct Elec- THE, COMMERCE — MODEL Ap A surface type 
oth rotary and pressure type ici 1c 4 round metal commercial cloc ronze or black finishes. 
bu ners; centrifugal type valve oper- that idea . G E 1S introducing eight tric, Section T 349, ‘ ferchan Convex crystal. Arabic numerals. Self-starting. Diam- 
ates on speed of motor not oil pres- new self-starting models that will dise Dept., Bridgeport, Conn. eter 14% in., depth 3 in. List..........eee00e5 $9.95. * 
Sure; aluminum air compensator 
rs unted in ash pit door provides uni- 
orm flow of air to fan, eliminates 
Pulsating flame noises; equipped with 
Standard Tuthill pump, Mercoid con- 
8; Century motor, Jefferson igni- 
on transformer, Nitroloy nozzle ; 
NP acity 1 to 6 gal. per hr. ; uses from 
1 to 4 oil. Merchandis- 
September, 1934 
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New York 


HE New York Edison System took a 
leaf from the Camel ads this month 

and ran testimonial copy . “Married 

ss than a year, Mrs. Westerberg al 

ady has 9 servants—all electric” to 
gether with a picture of the lady busting 
in egg into an electric mixer bowl 

ed in was the “What 1 cent will do 
theme which is plastered all over the 
‘ity’s billboards 

Macy's ran a 
Vringer post 


lale’s concentrated on Thor combinatior 


yrivate brand washer ad 


r $49.95 ... Blooming 


washer, ironer and wringer—all three 
wr $69.98 No down payment was 
required and 15 cents a day were the 
terms Ludwig Baumann stuck to 
Crosley boxgs at $99.50 with the usual 


15-cent-a-day terms 

Smash ad of the month was Rex Cole 's 
“revolutionary new 
GE refrigerator” at $77.50 . . . Lift-top 
»f course at $3 down and $3 a month . 
. the oil 
people were active . GE oil 
up their comparisons with 
Wood Industries took 
space on oil-burning and air-conditioning 


innouncement of the 


With the fall selling season here 
4 

furnace kept 


the YU's (yar 


quipment . Sears, Roebuck announced 
their Hercules oil-burning boiler at $576 
and the separate burner at $345. 


Brooklyn 


\braham & Strauss offered Univer- 
sal refrigerators at $94.50 : Sears 
plugged their Coldspot at $112.50 
Davega offered Crosley at $89.50 (10 
cents a day) and the Aeolian Co. 
1roke space on the Kelvinchest at $79.50 

Hub Vacuum Stores, active adver- 
tisers in the rebuilt cleaner field, had a 
3-day sale offering Eureka, Airway and 
GE rebuilts at $10.95 30-day free 
trial and you takes your cherce. 

Slim pickin’s here. 


Philadelphia 


Philadelphia Electric featured the 
\BC washer and ironer in one good pro 
notional and selling piece and then 
umped to a Hotpoint table-top electric 
range with a special offer of a 7-piece 
iluminum cooking set as a premium 

The price of the range was $128.75 
cash and $107.50 cash with open surface 
units ... The Electrical Association tied 
n with the same premium on ranges. 


what was 


Advertised i! 


Lit Brothers department store were the 
big space-takers for the month .. . West- 
inghouse refrigerators at $149.50, 20 
cents a day, used sewing machines at 
from $11 to $39.50, Maytag washers at 
$49.95, Leonard refrigerators at $119.50, 
Stewart-Warner refrigerators at $118.50 
and an unnamed make of washer with 
pump at $47.95 ... All in all, a consist- 
ent appliance advertising job. 

“Another Gimbel Smash!” the head- 
lines said on an offer of a “1900” washer 
with pump at $49.95 and a GE 7-ft. re- 
frigerator at $199 .. . Wanamaker’s had 
the same offer on GE at the same price 


and, in addition, 6-ft. Frigidaires at 
$169.50 . . . Snellenburg’s plugged Cros- 
levys at $99.50 and the Tri-Shelvador at 
$157.50 . .. Washing machines went for 


HIGH PEAKS ... SHALLOW 


BILL, I'VE BEEN WATCHING YOUR SALES 
REPORTS PRETTY CLOSELY AND (M WONDERING 
WHY YOU OONT HAVE ANY OFF-SEASON SLUMPS 
LIKE THE REST OF THE BOYS 


WELL, CHIEF, (VE GOT AN AIR — 
TIGHT SYSTEM FOR LINING UP 
GOOD PROSPECTS IN ADVANCE 


H-mM-M! LET'S SPREAD THE GOOD NEWS 
AROUND DON'T KEEP IT TO YOURSELF. 


LIKE THIS. DURING PEAK SEASON | GET 
& LOT OF HOT LEADS SO ILL HAVE PLENTY 
OF PROSPECTS TO WORK ON WHEN THINGS 
COMMENCE TO SLOW UP. THAT FILLS UP 
THE VALLEYS OR WHATEVER JOE CALLS 
‘EM ON HIS SALES CHART. 


WELL, BE DOGGONED! THAT IS A SCHEME 
TELL THE REST OF THE BOYS TO COME IN, 
WILL YOU ? 


/ SURE, CHIEF. 


lt will pay you to insist that Flexible Rubber Trays and 
Grids be included as standard equipment in all the refrig- 
erators you sell. By so insisting, you'll sell more refrigerators 

~and sell them easier. 


Flexible Rubber Trays and 


ICE CUBES THE MODERN WAY 


54 


--ANO THAT, MEN, BILL'S SYSTEM 
if YOU OONT THINK fT WORKS, JUST TAKE 
A LOOK AT HIS OFF-SEASON SALES. NOW 1 
WANT YOU ALL TO USE BILLS SYSTEM AND 
WE'LL SEE WHAT HAPPENS 


OKAY, CHIEF 
SOUNDS LIKE 


GREAT SCHEME 


MONTH LATER 


EASY. EVERY TIME | CALL ON A 

HOUSE WHERE THEY VE GOT A 60x 
WITH METAL TRAYS, | OFFER TO GIVE 
“EM A FLEXIBLE RUBBER TRAY FOR 
THE NAME OF EVERY PROSPECT 

How ? WHO BUYS A REFRIGERATOR FROM 
ME. WORKS SWELL. 


BILL, TAKE A LOOK AT THIS SALES CHART SINCE 
ALL THE BOYS HAVE BEEN PUSHING FLEXIBLE 
RUBBER TRAYS AND GRIDS. TALK ABOUT FILLING 
UP THE VALLEYS! BY THE WAY -~-NOW THAT 
JOE'S LEAVING--HOWD YOU LIKE TO BE SALES 
MANAGER ? 


GREAT! MAYBE | CAN FIGURE 
OUT SOME MORE WAYS TO BOOST 
SALES WITH FLEXIBLE RUBBER TRAYS. 


THE INLAND MANUFACTURING COMPANY, Dayton, Ohio 


Try this method of Leveling 
out Sales Valleys.... 


There will always be peaks and 
valleys on the sales chart. But you 
can make the peaks higher with 
fewer valleys if you'll induce all 
your salesmen to use Bill's sys- 
tem and feature Flexible Rubber 
Trays and Grids. To the best of 
our knowledge, it’s a system that 
never has been known to fail. 
The demand for these modern 
time and trouble savers is grow- 
ing bigger every day. Already 
3,000,000 have been sold—more 
than a million last year alone. In 


1934, 90% of all automatic re- 
frigerators manufactured will be 
equipped with them. Today you 
can’t call a refrigerator really 
modern unless it és so equipped. 


For this reason it’s a good policy 
to insist that Flexible Rubber 
Trays and Grids be standard 
equipment in every model of the 
refrigerator you sell. It's too good 
a money-making proposition to 
ignore. So write to the manufac- 
turer of your refrigerator — or 
direct to us—for full details. 


rids 
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$43.95 .. . Judson C. Burns 
on refrigerators and ranges. 


Baltimere 


The Gas & Electric Company | 5 
a house-cleaning on reconditio: 
demonstration model Kelvinato 
priced them from $93.50 to $22\) 
Other G & E space went to Americ 
Beauty irons (automatic) with ; fer 
of $1 trade-in and a “Consolidated” elec. 
tric spinner washer at $5 down and $: 
a month. 

Hochschild, Kohn pulled a new one 
when they ran a picture of a Frigidaire 
compressor rather than a shiny hox— 
good copy for mechanically-minded cus- 
tomers . . . Other space went to Fas 
washers at $49.50 and Easy ironers at 
$59.50 . . . Hecht Bros., big advertiser: 
featured Maytag washers at $89.50, Mer- 
chant & Evans refrigerators at $89.50) 
Norge copy on the $179.50 model, West- 
inghouse and Edison irons at $2.45 
Hutzler Bros. space went to an August 
sale of Prima spin-dry washers at $69.50 
and Apex ironers at $69.50. 

The May Company advertised Hot 
point washers at $44.50,. Norge at 
$179.50, Leonard at $127.95, Westing 
house spinner washers at $124.50 and 
\pex spinner washers at $69.50 (1933 
floor samples) . . . The Hub took an im 
pressive ad to show 7 Frigidaire models 
from $115.50 to $99.50—no down pay- 
ment, 15 cents a day. 


Beston 


Jordan Marsh Company jumped int 
the oil burner business with two feet with 
a beautiful presentation of the Quiet May 
oil furnace. In addition, they advertised 
Stewart-Warner refrigerators at $118.50 
demonstrator sewing machines at $36.25 
and Frigidaires at $116.50 . Sears 
Roebuck big Boston and Cambridge 
stores advertised Coldspot refrigerators 
at $121.50 (6-ft.). R. H. White had a 
sale of 6-ft. Frigidaires at $169.50 and 
the C. F. Hovey Co. broke out in space 
with the news of the new GE lift-top 
at $89.50 . . . Houghton, Dutton had a 
one-day clearance of demonstration wash- 
ers and ironers. 

Boston Edison went back to their 
effective humorous copy on_ electri 
ranges “Fan my brow, Tillie—I’ve just 
finished cooking the dinner!” followed 
by the admonition to switch to electric 
cooking and be cool. Kelvinators at 
$124.50 also came in for a share of atten 
tion. W. A. Snow Iron Works took big 
space on Toridheet oil burners as did 
General Heat & Appliance Company on 


Delco. 
Buffalo 


Schwegler Bros. who operate five 
stores here went testimonial in their ads 
too. When Greg Mulleavy, Bison s! 
stop, bought a Kelvinator, the store ra! 
pictures of Mulleavy, spouse and kel- 
vinator. 

Other offers: Erion Piano—Crosles 
Shelvachest at $72.50; Hens & Kell) 
Niagara refrigerator at $79.50; Goold 
Bros.—floor sample refrigerators, 
and washers; Larkin’s—Apex washers at 
$49.50; Edwards’—National sewing ™a- 
chines at $37.50 and $36.85; William 
Hengerer—a sale on Westinghous: 
frigerators; Sears, Roebuck—Ker 
washers at $43.95; Neal, Clark, 
washers at $29.95 and Crosley refriger4 
tors at $72.50 plus free groceries; A 
Meldrum & Anderson—Frigidaire 
$172.50 and 4-ft. at $115.50—Apex w :s!- 
ers at $49.50; J. N. Adam & Co.—Servel 
refrigerators from $99.50 to $159.50 and 
Norge washers at $59.50 to $84.50. 1! 
falo General Electric pulled the 
monial on electric cooking. 


Albany 


“$1 Down Buys One of These eC 


Washers” said John G. Myers, inv: "s 


the public to come in and grab the: +! 


$1 down. They also offered toasters, : 
sandwiches toasters and hotplates 
per. Leonard réfrigerators were am 
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in AUGUST 


News from the merchandising fronts 
in major distributing areas ... What 
appliances were specialed 


eature at $154.50 to $209.50 . . . Whit- 
yev's pushed Frigidaire at 15 cents a day 
_the $115.50 model Merriam 
specia ed GE boxes at $199 oui Albany 
Garat kept up their copy on Kelvinator 
water coolers at $108.50, installed . . 

\ Swires Furniture advertised ABC 
washers at $49.50 while H. S. Braun did 
the same for Thor at the same price... 
McClure & Dorwaldt broke the news on 
the Crosley Chest at $72.50 . . . Mont- 
sromery Ward took space on their new 
Lurelle Guild designed de luxe washer 
selling at $74.95. New York Power & 
Light took space on gas house heating. 


TVA Territory 


Biggest excitement in Knoxville, head- 
jarters of TVA was the announcement 
i Tennessee Public Service Company, 
bought by TVA recently, that they were 
going out of the merchandising business 
ind that their entire stock of appliances 
would have to be sold in ten days. All 
sales were to be for cash, no refunds, 
laybys, installations or returns. 

‘Sterchi Bros. had a sale of Faultless 
vashers and ironers with two tubs at 
%9—only $2.50 down . . . Fowler Bros. 
took space on Leonard refrigerators fol- 
lowing their appointment as distributor 
ind dealer. Prices, they said, began at 


$79.50. 
Chicago 


In the business of movie making they 
have an expression, “Let Baby Leroy 
ran home the sentiment.” In Chicago 
luring August the sentiment that sur- 
rounds a bicycle (when given free with 
i refrigerator ) was enough to ram home 
a big campaign for Norge. . . . Boston 
Store offered Arctic Queens at $114.75, 
stressing size at the price. . . . No money 
down seems to be petering out of the 
headlines with refrigerators . . . excep- 
tion was a page blast by the Fair Depart- 
ment store which worked in Apex ironers 
ind ABC washers in a two years to pay 
proposition. . . . Pharis Blue likes that 
term “Good Housekeeping Shops”... . 
Marshall Field had a jingly headline in 
ts “compelling selling” of refrigerators 
at $129.50 (6 cu.ft.). . . . Sears fired the 
first gun of autumn with a “Turn the 
Heat on Ol Man Winter” oil burner ad, 
quoting a $237 price on a Hercules 
burner, $22.50 down, $15 monthly. .. . 
Commonwealth Edison turned the heat on 
small appliance advertising, running 647 
inches in two papers. 


Des Moines 


Faultless Washers bobbed into Des 
Moines advertising in August. . . .One 
Minutes at $39.95 got attention... . 
O’Dea Hardware is doing an interesting 
change of signature, running the names 
of Earl Chambers and Bill Broquist 
through the word “O’Dea.” Most popular 
advertised washer price was $39.95. Re- 
ingerator distributors ran a lot of white 
‘pace, with no unusual propositions, how- 


ever 


Kansas City 


Th. copy writer who asked “How’s the 
alr conditioning of your kitchen?” right 
when Kansas City sidewalks were most 
bliste-ing, and thenceforth proceeded to 
sell ‘\e coolness of an electric range hit 
the utstanding note in this Missouri 
city August publicity. No fooling on 
the “art of the Kansas City Power & 
Ligh Company in its efforts to sell 
fangs, with 512 inches of space on the 


Subject im ome paper. . . . Hotpoint 
Wat-r Heaters were offered too, at $l a 
mor ... The Jones Store plugged 
Wes: nghouse irons at $4.98. . . . Frigid- 
“ire smartly telling the public what 
sho are air conditioned. . .. The 


launicy companies are battling washer 


sales with white space. . . . 16 lbs. damp 
wash for 49c., seersucker suits, 35c., linen 
50c., 20 Ib. wet wash 49c., etc. David- 
son’s offered Norge washers at $52.50. 
Norge put on a freezing stunt in front of 
the Jones store in the sunshine at 104. 
Richards & Conover announced the Kel- 
vin-chest at $83, as did Jenkins. David- 
son’s featured the Leonard Chest and 
Crosley’s small refrigerator made its bow. 


Omaha 


Mrs. B. E. Marsh is printing cooking 
recipes in Nebraska Power Co. Hotpoint 


range advertisements, taking a tip from 
the magazines which have found women 
love them. For one thing, she told them 
how to can _ tomatoes... . Electric 
Housekeeping, Inc., believes size an im- 
portant feature in G. E. refrigerators. 
Williams, the washer man, offered a 
Speed Queen washer, ironer, drain tubs 
and soap for $69.50, at $1.25 a week. 


Milwaukee 


Boston store played up Norgette, the 
T.V.A. size refrigerator at $79.95, listing 
what it would hold. The Electric Com- 
pany offered the Kelvin-chest at $81.50. 
Gimbels featured a 30 day free trial on 
Westinghouse, General Electric, Kelvina- 
tor or Crosley refrigerators, small down 
payment in advance, of course... . 
Jones, with a one day sale of washers, re- 
membered to tell the public that the store 
was open until 9. Schuster’s 50th Jubilee 
offer was a Waverly washer at $39.95. 
Hilgendorf Hardware has been made 
downtown dealer for Westinghouse re- 
frigerators. Schuster’s advertised an 
ironer at $44.50. . . . Gimbels played up 
a Voss washer at $39.98, include 40 boxes 
Rinso. . . . The American Furniture store 
worked irons in on $1 day by allowing a 
buck on old ones. . . . The Electric Com- 
pany played up casseroles. 


St. Louis 


August was old home month among the 
premiums. Norge introduced its wildfire 
bike or mixer offer with the refrigerator 
Union-May-Stern hopped in with a choice 
ot a G.E. electric clock mixer, toaster 
percolator, Emerson ventilating fan, o1 
Hotpoint waffle iron with a Crosley re 
frigerator. .. . Goldman Brothers car 
ried a clock offer with a Crosley. . . 
Lehman followed suit, and the way they 
repeated the propositions proved they 
much have been pulling. . . . Brandt 
ran an “assorted” washer sale at $1 
down. . . . Famous-Barr used a half page 
on the Westinghouse Chest refrigerator 
at $77.50. . . . Union Electric Light and 
Power held a midsummer clearance sale 
with prices 4 to 4 off on small heating 
appliances. 


Portland 


Meier & Frank’s July Sales, which fea 
tured electric ranges, refrigerators and 
washers, gave way to later advertising of 
the same items. The end of the month 
sales offered $3.50 electric toasters at 
$2.79; $8.50 Universal electric hotplates 
at $2.99 and like bargains. August spe- 
cials: Westinghouse refrigerator, model 

(Please turn to next page) 


PORTABLE 
HEAT 


IN ITS SAFEST 
AND MOST 
ATTRACTIVE FORM 


Big Appeal to Mothers 


for Baby’s Bath or Nursery 


NEEDED BY EVERYONE 

FOR INSTANT, AUXILIARY 

WARMTH WHEREVER 
THERE 1S 110 A.C. 


Although the Arvin Fan-Forced 
Electric Heater is backed by national 
magazine advertising, there prob- 
ably is no household convenience 
that advertises itself like this splen- 
did electrical appliance. It is so effi- 
cient—so handy and handsome— 
that people who see it in operation 


in other homes, offices, ete., want 


one for their own use. 


ELECTRICAL MERCHANDISING—SEPTEMBER, 1934 


No. 100 Standard. Operates on 110 to 125 
volts, alternating current, 50 to 60 cycles. 
Uses about 914 amps. at 110 volts. Size: 
914" x 5” at base. Height, 11”. Weight, net 
614 lbs. Packed, approximately 71, Ibs. 


No. 200 DeLuxe. Operates on 110 to 125 volts, 
alternating current, 50 to 60 cycles. Uses 11 
amps. at 110 volts. Size: 10” x 51” at base. 
Height, 13”. Weight, net 9 Ibs. Packed, ap- 
proximately Ibs. 


The Arvin picks up the cold, dead air 
and turns it into healthful circulat- 
ing warmth—quickly, quietly and 
safely. It solves the problem of extra 
or temporary heat any place where 
110 A.C, is available. 

The immediate period just ahead, 
before furnace fires are started, is 
made-to-order for early Arvin Fan- 
Forced Heater sales. Get your stock 
in now and build up real volume and 


profits. Call your Arvin jobber or 


mail the coupon below, now. 


Arvin Fan-Forced Electric 
Heaters approved by Good 
Housekeeping Institute .. 
Underwriters’ Laboratories 


Noblitt-Sparks Industries, Inc. 
Columbus, Indiana 

Please send full information about 
Arvin Fan-Forced Electric Heaters— 
the complete advertising program— 
and the name of a nearby Arvin job- 
her. 


Name 


Address 
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PROCTOR presents NEW PRODUCTS 


PROCTOR MAGIC STAND IRON 
A magic orm-soving, time-saving stand on the 


most efficient iron ever mode. $8.95 Retail 


PROCTOR TOASTER BUFFET SET 
Two-slice, fully automotic tooster with smart 
tray, dishes, toast trimming block, knife 


Toaster Only — $14.50 Retail 
Complete Set — $19.75 Retail 


PROCTOR THERMOSTATIC TOASTER 
Turnover type automatic .. . two slices. Signal 


bell tells when toast is done. $5. 95 Retail 


of unusual selling merit 


® No woman who does her own iron- 
ing could see this new Proctor Magic 
Stand Iron without wanting it... and 
women everywhere will be seeing it in 
Proctor advertising in Good House- 
keeping, McCall's, Saturday Evening 
Post, and learning how it lightens the 
labor of ironing day as no other iron 
can. Keen merchandising minds predict 
that it's bound to be selected for many 
a Christmas gift by thoughtful givers. 


@ And the new, two-slice, fully auto- 
matic Proctor Thermostatic Toaster, 
alone or with its smart accessory tray 
set, will ring cash registers merrily for 
live dealers this gift-selling season. 


@ For the more modest purse, is the 
Proctor Thermostatic Toaster of the 
turnover type...a marvelous automatic 
toaster in the price range of a good 
non-automatic ...no wonder if sells! 


A PROFIT-PRODUCING 
PROMOTION PLAN 


®@ Not only is Proctor advertising in 
leading national magazines sending 
buyers into stores looking for Proctor 
products, but now Proctor offers a 
unique plan of promotional cooperation 
that brings buyers and profits direct to 
your store. You'll want to know about 
this plan. Ask yourjobber or writedirect. 


PROCTOR & SCHWARTZ ELECTRIC CO. 


SEVENTH STREET AND TABOR ROAD «+ PHILADELPHIA, PENNSYLVANIA 


HUMEO SENIOR 

Floor model. Suitable fo 

homes end leraer epertments 
Height 27 '4 inches 


LIST PRICE $59.50 


HUMEO JUNIOR 


Table or desk model. Swit- 
able epertments or 
offices ome principle es 


Senior mode! except smaller 
capacity Height 12 ‘gin 
LIST PRICE $24.00 


CL-55, $189.50; Norge (regular $124.50), 
$119.50; Model Ninety Maytag washer, 
$74.50; 700 showroom sample lamps at 
half price. Frigidaires (standard 434) 
sold for $119.50 and Daytons as low as 
$89.50. General Electric oil furnaces oc- 
cupy an important part of the store’s 
seventh floor. The Mueller Furnace Sales 
Company also advertises oil burners, con- 
centrating on the Norge. The ironer 
slogan campaign ended in July, since 
which time the Pepco has advertised fans 
and the Northwestern Electric electric re- 
frigeration (no make specified). Lipman 
Wolfe still sells Frigidaires, advertising 
the new low price with a 15c. per day 
payment. The Star Furniture Company 
boosts Norge refrigeration by freezing ice 
cubes in their doorway with doors off the 
box, in the blazing sun. Olds, Wortman 
& King feature modern equipment against 
a background of pioneer days with eleven 
historical windows. Powers sells Kel- 
vinators, also Royal “Culinaire” mixers at 
$13.85 (regular $24.85); and Gadsby’s, 
Crosley refrigerators. 


Seattle 


“Your City Light” dominated the pic- 
ture during the last weeks in July and 
the first of August, featuring: Hotpoint 
ranges; L&H ranges (model 8100) at 
$96; Cook-a-door cookers for $13.45; 
One-Minute washers, $49.95; and West- 
inghouse refrigerators at about 5 per cent 
reductions from former prices. The 
Puget Sound varied institutional adver- 
tising on rates and taxes, with an offer 
for “free inspection” of electric ranges 
and special terms on new cooking units. 
Prudence Penny’s outdoor cooking school 
picnics continued through Atgust. 
Greene-Winkler, wholesale distributors of 
electrical and kitchen equipment, adver- 
tised their new Seattle home with a special 
section of the Post-Intelligencer. 


Spokane 


The Air Conditioning Show, July 24-28 
was the most important event of late 
July. The Washington Water Power 
Company featured this in their advertis- 
ing, also Thriftycook electric roasters at 


Low Cost Portable Air Conditioning 


FIUMEO 


Trade Mark Registered 
(MEANS MOIST AIR) 


"= the popular trend toward air conditioning with Humeo. Your cus- 
tomers realize the comfort and fuel economy of proper air conditioning. 


Humeo provides it at a price within the reach of every- 
one. No installation . 


Minneapolis, Minnesota 
dealer - distributor setup 
NAME 

ADDRESS 


CITY 


socket. Costs no more to operate than an ordinary light- 
bulb. Mechanically correct in principle. Quiet operation 
with no danger of condensation. Approved by Under- 
writers’ Laboratories ...The coupon below will bring you 
full information and will enable you to capitalize on the 
demand for a popular priced air conditioning unit. 


PUFFER-HUBBARD 
MANUFACTURING CO. 


MINNEAPOLIS 


PUFFER-HUBBARD MANUFACTURING COMPANY 


Please send me full information on Humeo, together with your attractive 


.. simply plug in to any electric 


MINNESOTA 


Advertise 


$12.25, electric ranges as ideal hx 
ning agents, and automatic wate: 
on a free trial offer. Tull & Gil 
maintained a booth at the Air C 
ing Show, specialized in Kelvin 
conditioners and oil burners as 
washers and electric clocks at “a 
of their original prices” intere the 
Crescent. Brown-Johnston ady.--tised 
Norge oil burners and refrigerat 
Carrier air conditioning. Frig) \:ires 
Maytags, Eveready batteries, loyal 
cleaners (Pratt Furniture Co., $34.50. ; 
cluding $10 set of attachments ai! free 
moth spray). 


Butte 


G.E. refrigerators occupied sole atten- 
tion of the Montana Power Company, 
with a free trial offer. Hennessy’s sold 
G.E. fans and electric toasters at 9c. as 
part of a pre-inventory sale. Oecchsli’s 
sold Crosley Shelvadors, the Maytag 
Shop sold Maytags and Frigidaires re 
ceived newspaper attention. 


Salt Lake City 


Ogden went bearded in a Pioneer Days 
celebration late in July, and all local 
merchants tied in with costumes and dis- 
plays. The Utah Power & Light empha- 
sized electric cooking and water heating, 
with a special dealer cooperative ad on 
electric mixers. The rest of their adver- 
tising was devoted to electricity as the 
biggest bargain in the home. Auerbach’s 
offer Hoover vacs on free trial during 
house cleaning. They also feature Frigid- 
aires on a sliding price meter plan, 20c. 
to 50c. per day. Southeast Furniture 
Company advertising shows little varia- 
tion. Maytags (free home demonstra- 
tion), Crosley Shelvadors, Monarch and 
Grunow refrigerators and Monarch elec- 
tric ranges (special price offer) receive 
the bulk of their attention. Magic washers 
at $36.50 and Universal mixers at $14.75 
were mentioned. Keith-O’Brien ended its 
essay contest with July and now is offer- 
ing a “food conditioner” to icebox owners 
thereby gaining prospects for Westing- 
house refrigerators. Dexter washers and 
Norge and Leonard refrigerators are fea- 
tured at the Granite Furniture Co., while 
the Standard Furniture Company plugged 
Kelvinators, DeLuxe and Faultless wash- 
ers. The Western Furniture Co. and Geo 
Hofmann Hardware Co. call attention 
to the offer of a water bottle to anyone 
listening to the story of Stewart-Warner 
refrigeration. Dinwoodey’s staged a sale 
with a 20 percent reduction on Stewart- 
Warners. Axelrads mention specials on 
Voss washers ($44), G. E. vacs ($31.95), 
Estate ranges and Norge and Grunow re 
frigerators. Washers, refrigerators and 
fans of various makes are mentioned by 
other dealers. 


Dencer 


Public Service Company of Colorado— 
mostly gas heating, but Kelvinators and 
Thor ironers are also mentioned. Joslin’s 
—Gain-a-day washers at $49.50 and 
Frigidaires with a 30-day free trial offer 
May Company :—Special on Easy wash 
ers, also advance showing of low priceé 
G.E. refrigerator. Denver Dry (ods 
Company :—electric fans (G.E. 
$4.60), Universal appliances at reductions 
“up to 35 per cent,” and a double toaster 
“extra value” at $2.98. American }rn- 
ture Company :—Faultless washers anc 
ironers; B. K. Sweeney :—G.E. refriger@ 
tors; Sears, Roebuck :—washers, ir 
vacuum cleaners and electric mixc’> 4 
now familiar prices. 


The varied services performed by si 
tricity in the home today as cont: -te¢ 


with 20 years ago was the message © the 
Sierra Pacific Power Company for the 
month. The Nevada Machinery & 
tric Company covers pretty well ‘ht 
whole range of electric equipment, ™ 
phasizing Frigidaires. They are fon © 


small ads listing a variety of applic °e 
with prices. H. E. Saviers & Son «0 
nounce that they have become Ma ‘ag 
dealers. Hoover vacuum cleaners 
Westinghouse refrigerators took " 
portant places in their advertising. |" 


ELECTRICAL MERCHANDISING—SEPTEMBER, 
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in August 


Shear - Electric, with a full line of G.E. 
applia ces, featured refrigeration and 
range. Free wiring is still offered. Sears 
sold at 89c, 


Phoenix 


A ouiet month. The Central Arizona 
Light and Power Company spent most of 
its effort on gas heating, but did mention 
air conditioning as a means of summer 
reliei. The Dorris-Heyman Furniture 
Company featured Westinghouse re- 
frigerators and Maytag and Faultless 
washers, incidentally mentioning West- 
inghouse fans. The New State Electric 


sold Automatic Electric Washers at 
$49.95 and G.E. refrigerators. O. S. 


Stapley addressed the farm with an ad on 
running water systems. Korrick’s sold 
reconditioned refrigerators from $59.50 
up and allowed $20 for your old washers 
on A.B.C.’s. They also sold electric sew- 
ing machines. Leonard refrigerators 
(Fannin’s Hardware), Grunow at Jar- 
ret’s, Frigidaires (O. W. Watkins), all 
were mentioned in the press. Wards fea- 
tured washers and lamps; the Air Condi- 
tioning Engineers, air conditioning. 


San Franciseo 


The power company this month is 
boosting gas. Hale Bros. ran specials on 
table lamps, sewing machines, and vacuum 
cleaners—new, rebuilt and floor samples. 
Faultless washers sold for $39.95. The 
Stran-Steel house from the Century of 
Progress is on display on the roof just 
outside the electrical department. The 
store is awarding two Fords a week in a 
store wide sales and guessing contest. 
The Emporium in an August home fur- 
nishing sale includes Conlon, Apex and 
Blackstone washers ($49.50), Dayton and 
Norge refrigerators, an Edison electric 
mixer, with table, at $19.85 and table and 
standing lamps of all descriptions. 
Nathan-Dohrmann Co., sold Edison 
mixers at the same price as the Emporium 
and also featured G.E. and Norge re- 
frigerators. Lamp shades at $1 per shade 
were a special. O’Connor, Moffatt & Co. 
went in for lamps and Norge refrigera- 
tors; Chas. Brown & Sons advertised elec- 
tric coffee makers and anticipated the 
September washer-ironer campaign with 
a special of $74.95 for a complete electric 
laundry. Clocks and small table ap- 
pliances, by the White House; Majestic 
refrigerators, by |Schwabacher-Frey; 
Leonard and Norge by the Sterling 
Furniture Company. 


Sacramento 


Farm refrigeration is still receiving at- 
tention from the P, G. & E. Breuner’s 
run consistent advertising of the Norge, 
offering as an August special a trade-in 
allowance on old furniture. Edison 
mixers, Royal headlight vacs, Blackstone 
washers and portable lamps were specials. 
\ $1 allowance was offered for your old 
iron on the purchase of a $5.95 Hotpoint 
iron. Weinstock-Lubin started with a 
sandwich toaster at $1.79 and featured 
Thor washers, Leonard refrigerators and 
electric mixers ($12.95). A_ two-slice 
toaster sold for $1.95. Hale Bros. an- 
nounced a special sale of Kelvinators with 
a $28 saving, a sandwich toaster at $1.29, 
4 Universal toaster at $2.50, a 6-lb. iron 
at $1.68 and a variety of floor lamps at 
special prices. Among the familiar ads 
are: Eastern, and Kimball-Upson— 
Frigidaire; Electric Appliances, Inc.— 
G.E. refrigerator; Maytag; Ward; and 
ears, Roebuck with their usual line. The 
Ellas Marx Music Company offered every 
ady visiting their new household appli- 
ance department a useful kitchen appli- 
ance free. They carry Leonard and 
Crosley refrigerators, Apex washers and 
'roncrs and Hotpoint and Universal elec- 
‘ric appliances, Hobrecht featured Eski- 
Mo \iixers, fans, outlets and fixtures. 


Fresno 


* San Joaquin Power Corporation 
ed: yard and garden lighting, elec- 
ic vashers, electric refrigeration, elec- 
tric cooking and low rates. They offer 


T 
feat 
tric 


$1 for your old iron, together with a num- 
ert other local companies on a $6.95 
G.E. model. They also feature small 


table appliances and fans on a “see your 


dealer” proposition. Gottschalk’s ended 
July with a sale of used vacs and re- 
frigerators and in August sold Easy 
washers, Norge refrigerators and sand- 
wich toasters at $1.19. Radin & Kamp— 
electric plates, $1; electric toasters, $1.59; 
also Kelvinators, with a special price for 
1933 models. Buford advertises fans, re- 
frigerators and washers. A. A. Rusch- 
houpt took advantage of the kitchen scenes 
in “Handy Andy” to display Norge re- 
frigerators in the lobby of the theater 
running the picture. Montgomery-Ward 
features fans and washers. Barret-Hicks 
Co. goes in for electric fans and air con- 
ditioning in general. 


Los Angeles 


The Bureau of Power and Light de- 
voted advertising effort during the month 
to a 10-item “authorized statement” on 
electric refrigeration, which local dealers 
were at liberty to use. The Broadway 
about the middle of July staged a Depart- 
ment Managers’ sale, with prizes for 
competing departments and window dis- 
plays. Among their specials: electric sew- 
ing machines, $38.85; Thermax coffee 
makers, $1.95; electric ice cream freezer, 
$7.75; new Eurekas at $24.95; Eggster, 
$1.19, lamps and fans. The May Com- 
pany staged a home modernization ex- 
hibit in July and a birthday sale toward 
the end of the month, with refrigerators 


in the center of the picture (“save $30 
to $138”). In August they announced as 
specials:- table and reflector lamps, G.E. 
Hotpoint coffee makers at $4.95, fans, 
washers (Easy, $49.95), cleaners and elec- 
tric sewing machines. Barker Bros., 
after a housewares sale in the middle of 
July, devoted the early. weeks of August 
to: an electrically lighted make-up mirror, 
$1.95; clearance of refrigerators; Apex 
washer and ironer; clocks, fans, egg 
cookers, waffle irons, lamps. Bullock’s :— 
G.E. refrigerators; Blackstone washers, 
$49.50; G.E. vacs, $31,95; Edison mixers, 
$12.85; Barton washer, $39.95; 1900 
ironer, $54.50; Jr. vacs at $2.95 and 
numerous small appliances. Walker’s 
staged an August clearance of floor sam- 
ples in ranges, washers and ironers. Spin- 
dry, Maytag and Conlon washers were 
advertised, also Leonard refrigerators. 
There were specials on electric sewing 
machines and small appliances. The Los 
Angeles Furniture Company featured 
washers and refrigerators, several makes 
of each. As a sample of prices, the Thor 
3-piece unit of washer, wringer and 
ironer went for $69.50. Carrier air con- 
ditioning and York air conditioning were 
both featured by their respective firms. 
The Globe Department store sold the 
Edison mixer for $10.95. Familiar ads 
include: The Eastern—Frigidaire; Platt 
Music Company—1900, Easy and Thor 
washers; George Belsey—G.E. boxes. 


Michigan 


Dealers coasting through latter half of 
summer .. . little advertising . . . Busi- 
ness down slightly as fall campaigns 
open . . . Sears-Roebuck, Lansing, took 
half-page space to advertise Kenmore 
washers at super price of $36.95, $4 
down; Kenmore Imperials at $47.95—in 
three-day sale, Aug. 1-3... Bishops, 
Grand Rapids furniture store, hold Au- 
gust sale on Peerless at $29.75... “Lis- 
ten, husbands, your wives deserve a new 
deal, too,” Malcolm’s Flint, shouts for 
Conlon washers at $49.50 . . . $39.50 will 
buy Speed Queen washers at Vermue- 
lens, Kalamazoo . .. Special Maytag 
washers $59.50, $64.50 and $89.50 at 
Home Appliance Co., Grand Rapids... 
Apex-Rotarex Appliance Co., Grand 
Rapids, exhibited complete line at West 
Michigan Fair, advertising Apex washers 
at $44.50 up; Monarch ranges, $79.50; 
1935 Apex refrigerators; cleaners, $14.50 
to $59.50, and ironers, $59.50 to $99.50 
. . . “$39.50 for a washer is no longer a 
bargain, see the new Easy and find out 
why,” Good Housekeeping Shop, Grand 
Rapids, advertises. 

Advantage being taken of home remod- 
eling campaign and Federal Housing Act 
by some dealers. Sears-Roebuck, Lans- 
ing, declares “oil burners are NOT ex- 
pensive, the Hercules is $245 cash”... 


(Please turn to page 61) 


Q Ul ET, too — because 


of Vulcanized Rubber 
Cradle Mounting 


Quietness is essential in a household appliance 
motor. You can count on a Delco to give years of 
uninterrupted service—and, what is more, you can 
be sure that it will always operate quietly. Such 
quietness is partially due to proper balance and 
precision manufacture—but it is doubly assured by 
Delco’s Vulcanized Rubber Cradle Mounting. In 
this construction the rubber ring is vulcanized be- 
tween the steel plates and effectively absorbs all 


to the deal 


the objectionable motor vibration. The rubber is 
held permanently in place by being vulcanized 
to both plates. The quietness resulting from this 
feature is most appreciated in the second and 
third years of use—when the ordinary motor is 
apt to become noisy. This characteristic of Delco 
motors is just as highly desired by the manufac- 
turer of household appliances as it is gratifying 


and pleasing to the ultimate owner. 
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another 


MONARCH’S ano 


EXCLUSIVE UNIT ARRANGEMENT 
mEANS KOOLER KOOKING 


Not merely an innovation for the sake of something new... but 
another Monarch contribution to Electric Cookery backed by 
sound reason. 

Placing the units in a line at the rear of the cooking top ac- 
complishes three worthwhile objects. It makes all units access- 
ible to the operator without reaching over other utensils. It 
gives a spacious work-table directly in front of each unit. It 
reduces heat at the switch assembly, with increased circulation 
above the oven top and assures Kooler Kooking for the user. 

Will it sell ? Consider its remarkable “eye value’’. . . its in- 
dividual design . . . its practical convenience . . . and the fact 
that this new unit arrangement is offered in a wide price 
range, from the elaborate ‘‘hooded”’ F55G to the inexpensive 

“3-in-line” 75G ... Prices with photographs and detailed 

descriptions sent on request. 


MALLEABLE IRON RANGE COMPANY 


890 LAKE STREET + BEAVER DAM, WISCONSIN 


EN per cent of the housewives 
served by the Syracuse Lighting 
Company are “members” of Mar- 
garet Nevins’ domestic science club. 

Last year they averaged to buy an ap- 
pliance apiece, which added 35 cents to 
7,000 monthly electric bills and gave local 
merchants $70,000 in sales. The total 
attendance at her classes since Septem- 
ber, 1932, exceeds the total number of 
meters on the company’s lines. That, | 
contend, is a pretty fair job of domestic 
sciencing. 

What is the secret? Psychology. Miss 
Nevins has a touch of old Phineas T. 
Barnum in her make-up, a flare for 
showmanship, a shrewd but kindly un- 
derstanding of human nature. And so 
she takes what is too often a hum-drum 
cooking school routine, stages it, vitalizes 
it, dramatizes it. 

The first scene of this little drama of 
hers finds Mrs. Customer descending the 
broad stairway which leads to the audi- 
torium where the classes are held. Half- 
way down is a railed landing where a 
young lady in domestic science regalia is 
seated at a desk. 

“Your card, please’”—of course with a 
cordial smile. 

“Why—why, I didn’t know one had to 
have a card of admission.” 

“It is a card of membership, madame, 
not of admission. You see, we are con- 
ducting a regular series of classes and 
your membership entitles you to certain 
advantages. Naturally, there is no obli- 
gation of any sort. Will you register 
for membership?” 

The young lady hands Mrs. Customer 
a membership card and pen, indicates a 
seat at the desk. There may be a mo- 
ment of doubt, it is tactfully dispelled, 
Mrs. Customer signs—and the company 
has the name of another interested 
prospect. 


4.000 JOENERS. 


Also—and here is where the psychology 
comes in—Mrs. Customer is pleased and 
flattered. She has been asked to join, she 
is a member. Just what she is a member 
of, or why, she hasn’t the haziest, but 
the card proves she’s a member of some- 
thing. 

“Some of the women refuse to join at 
first and are a bit snooty about it,” ex- 
plains Miss Nevins, “but if they are in- 
terested they come back and join next 
time, and soon they are calling us by 
name. It is all very clubby.” 

The card contains spaces (somewhat 
like a meal ticket) for punching the 
“member’s” attendance. More psychology 
here. When Mrs. Customer skips her 
classes the fact shows on the card, she 
is embarrassed, sometimes explains and 
apologizes for her absence. And when 
she forgets her card she’s all of a-flutter 
for fear of being refused admission. The 
little card works. 

The fundamentals of the demonstration 
are the usual hokus-pokus of all home 
service operations. No need to elaborate. 
But two features of stagecraft are not- 
able. One is a large tilted mirror located 
directly behind the tables at which the 
demonstrator works. This mirror is so 
pitched that it reflects a view of the in- 
teriors of the mixing bowls so that Mrs 
Customer from her seat in the audience 
can see what is going on inside the bow! 
as perfectly as though she were stand- 
ing beside Miss Nevins on the platform. 

The other stage feature consists of two 
pedestals about 18 inches high, upon 
which the demonstration ranges are 
mounted and having a step in front upon 
which the assistant stands while doing 
her manipulations. When the oven doors 
are opened, the added height permits 
everyone in the audience to see the in- 
terior clearly without craning the neck 
or standing up. 


Tempting cakes and pastries placed in the window after being baked 
in electric ovens provided by Toledo Edison Co. result in this 
church group’s both selling their wares and in using ranges. 


Toledo Edison’s Bake 


HEN Toledo Edison Co. hit upon 

substituting bake sales for cooking 
schools—or rather, when the women of a 
certain church in Maumee, Ohio asked to 
use the Maumee branch of Toledo Edi- 
son Co. as a site for a bake sale—a plan 
was devised which permits a practical dem- 
onstration of electric ranges and at the 
same time allows the group using the 


ranges to make a profit on the sale of 
products. 

As described in the July issue 
ELECTRICAL MERCHANDISING, the wo ¢? 
bring their own materials to branche: ©! 
the company in outlying cities and »'¢ 
pare it on ranges provided by the © ™ 
pany. Wares are then displayed in ‘"¢ 
window, with one church group who | °!¢ 
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A sample of the crowd at- 
tending one of the Syra- 
cuse Lighting Company’s do- 
mestic science classes. 72,- 
000 attended in a year. 


eoeeveeee Bought an appliance apiece when 


they became members of the Domestic Science 


Club at the Syracuse (N. Y.) Lighting Company. 


At the rear of the hall is a narrow plat- 
form backed by a velvet drape. Either 
efore or after the regular cooking class 
Miss Nevins calls attention to this plat- 


form and asks the ladies to turn their 
hairs around to view a lighting demon- 
stration on the secondary stage. You'd 


think that there would be a lot of con- 
jusion when 500 women do a right-about- 
face with 500 chairs, but they accomplish 
the feat like little soldiers. 

This stunt, of course, 
hology. 

\nd now for results: 

The total attendance at these home- 
making classes in the fall season of 1932 
numbered 8,715; in the spring season of 
1933 there were 17,517; in the fall of 
1933 the attendance rose to 19,725; in the 
spring of 1934 it reached 26,839. There 
ire about 7,000 “membership cards” out- 
standing. 

To get an idea of the dollars-and-cents 
value of this feminine interest, polls were 
taken at each of five classes held during 
me week this spring, at which altogether 
ibout one-third of the ‘“‘membership” was 
n attendance and of those present 41 
per cent turned in replies. These replies 
showed the following appliances had been 
purchased in 1933 by 716 “members” 
143 gas ranges, 11 electric ranges, 216 
refrigerators, 65 water heaters, 83 
roners, 170 washing machines, 167 
mixers, 161 waffle irons, 159 sandwich 
grills, 40 cookers and 92 coffee makers 
—a total of 1,314 appliances. Of these 
purchases, 39 were “complete kitchens,” 
onsisting of range, water heater and re- 


is more psy- 


frigerator. If we apply the results of 
this poll to the entire “membership”— 
and it seems fair to do so—the total num- 
ber of appliances would be just under 
4,000 and in view of the fact that more 
than half of them were major appliances 
the estimated retail value of $70,000 
seems reasonable. 

In estimating increased annual revenue, 
no account was taken of the small appli- 
ances ; omitting them, the company figures 
it added $10,419.80 to its yearly income 
through these sales, and if this again is 
multiplied by three to arrive at probable 
increase due to appliances purchased by 
“members” not attending the poll, the 
estimate rises to the close neighborhood 
of $32,000.00. 

Which indicates that psychology has 
its practical aspects. 

Even more, it has its public relations 
and trade relations aspects. It is no 
small thing to have 7,000 women cus- 
tomers clutching their little blue “mem- 
bership cards” in the company’s home- 
making classes. It is no small thing to 
have a gross attendance of 72,796 eager 
and interested women customers coming 
to your office in an out-of-the-way loca- 
tion to learn how better to utilize your 
service in larger measure to their greater 
satisfaction. And particularly it is no 
small thing to have 41 per cent of these 
women declare that they had purchased 
through dealers an average of two appli- 
ances each during as tough a year as 
1933—and half of these, mind you, were 
major appliances. 

We tip our hat to Miss Nevins. 


MRS. MABLE HIGGINS, home economist of Toledo Edison Co., 
shows just how a chicken should be browned in an electric range, 
while Don J. Foy, sales representative, looks on. 


School In Operation 


sale reported to have made $165 during 
me Coy of their sale. 
A ‘ome economist is present to assist 


the 

women in operating the ovens and a 
sales representative hovers in the back- 
sroun| to explain mechanical points. 


However, according to J. E. Fanning, 
mManaver of home appliance sales, no ef- 
‘ort is made to sell appliances during bake 


sales, outside of a demonstration of the 
ranges (Standard) in operation. A re- 
frigerator or so and electric mixers are 
also provided, in case the women want 
them. 

The bake sale plan has proved so suc- 
cessful that Toledo Edison Co. seldom 
holds cooking school demonstrations in 
outlying districts any more. 
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TATE knows you can’t sell a range with empty 

words and trade jargon. So Estate brings you 
an electric range—a whole range of electric ranges— 
that are brimming with features you can talk up to 
a woman in her own understanding language. 


Remember, Estate is not new in this business of 
cooking equipment. Long years of experience with 
woman’s stove likes and dislikes have helped Estate 
avoid many mistakes others have made—have 
helped Estate embody in its ranges so many features 
that cause women to say: ‘““How grand—I wonder 
why no one thought of that before.” And as you 
point out these features one by one, the prospect 
before your display model nods her approval again 
and again. Which is the straight-through way to 
make a sale. 


Our Catalogue No. 96 gives you a very definite 
word and picture idea of these telling and selling 
features. Write for it. 


ELECTRIC 
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3. 


4. 


5. 
6. 
7. 


8. 
9. 


10. 


11. 
12. 
13. 
14. 


15. 


+» Combined Oven Switch and 


Heat Control; set the tem- 
perature, turn on the heat, 
in one operation. 


Time-Estate Time Control. 
Completely automatic opera- 
tion of oven and convenience 
outlet. 

Separate Drawer-Ty pe Broiler 
Compartment; 2000 - watt 
unit. 

Smokeless, double-searing 
broiler pan, raised or lowered 
by handle in front panel of 
drawer. 

High-Speed Cooking-Top 
Units. 


Eight-quart Insulated Utility 
Cooker. 


Two big, easy-sliding Utensil 
Drawers. 


BUILT-IN RADIO. 


Four-piececondi ment set and 
knife sharpener. 


Recipe card file with com- 
plete set of recipes. 


Utilitoaster in mantel back 
Cooking-top lamp. 


Adjustable legs, to provide. 
convenient cooking - top 
height. 


Owner's monogram in chro- 
mium letters on mantel back 


Balanced Oven Heat. Extra 
capacity—16 x 20”. 


BALANCED OVEN HEAT... is constant 


—and cannot 


unbalanced. 


Makes every inch of the oven 


space usable space. . 
stop to 


putsa 
baking failures. A 


talking point that every wo- 
man understands. 


THE ESTATE STOVE COMPANY — Hamilton, Ohio 


Builders of good ranges since 1845—of Electric Ranges since 1910 


WITH BALANCED OVEN H 
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THIRD, GET USER TESTIMONY 


Today's buyers cannot be fooled. They 


compare values closely. They demand 
proof Owner testimonials are the 
strongest evidence of plus values. Get a 


testimonial letter from each owner, 
whether you use it for sales purposes or 
not Such a letter puts each owner on 
record and insures her continuing sup 
port. No one likes to go against anything 
they have said 

Get such testimonial letters to back up 
every sales point you make. All uses, 
benefits, conveniences, pleasures and sav- 
ings stressed in your selling talk should 
be thus fortified. Don’t try to use a single 
letter to prove all points. Carefully select 
each letter to substantiate a single point. 
On the bottom of each letter, keynote the 
phrase that will call up the reference to 
the point you desire to make. Thus, by 
proper arrangement, you will be able to 
recognize at once how each letter should 
be used before the prospect 


One of the fine things about exhibiting 
a great number of such letters (if pos- 
sible, one from each local owner) is that 
they tend to make a new owner consider 
the fault her own, rather than the prod- 
uct’s in case anything goes wrong. Re- 
membering the unusual satisfaction re- 
corded by all customers because of these 
letters, the new owner will say, “What 
have | done that I shouldn’t do to make 


A Travelling 
Saleswoman 


CONTINUED FROM PAGE 43 


this product act so? It must be my fault 
because everyone else has written that 
they were so satisfied with its per- 
formance.” 


FOURTH, GET PERMISSION 
TO REFER TO USERS 


If you have sold plus values, friendly 
responsibility and ultimate satisfaction 
well, you will have no trouble in securing 
permission from each user to refer pros- 
pects to her. Do not do this until you 
have told her you would like to have her 
permission to do so because a prospect 
may call her when it is a bother and, 
without this advance offer to help you, 
the owner may register annoyance. 

Keep a list of all owners in your posses- 
sion, fresh within two weeks, listed as to 
streets or city sections, showing addresses 
and telephone numbers. After you have 
made your presentation and have shown 
letters of testimony, tell the prospect you 
would be glad to have her call any owner. 
Show her the list of owners around her, 
some of whom she may know. Offer to 


pay telephone charges for calling to find 
what these owners will say directly to 
her. Nothing clinches confidence more 
than this. 


FIFTH, ENCOURAGE THE PROSPECT 
TO FURNISH PROSPECTS 


If you do not gain three prospects per 
user, irrespective of the appliance sold, 
you are not doing an effective job. 
Rightly sold and satisfied, an owner will 
be happy to do this if you give her the 
chance. Don't send her a card to fill pros- 
pect names in. Call on her. Stir her feel- 
ing of friendly responsibility. Train her 
to ask her acquaintances if they are in- 
tending to buy. Tell her that she will be 
doing you and them an appreciated serv- 
ice if she will report anyone who remarks 
that they are considering such a purchase. 

One of the neglected ways to use the 
user comes from not attempting to get 
prospects for other appliances than the 
one the owner bought. If you are selling, 
for example, the right sort of refrigerator 
for the right sort of dealer in the right 


\ 


Give your gasoline motor washers a play—because more farmers 
now have money to spend. 

Put power washers in your window and up front on your floor. 
Tie up to our “WIRELESS POW ER” campaign—cash in on the 
ads we are running every month in national farm papers that 


your customers read. 


Send the Coupon for copy of booklet we send to all who answer 


— 


Push 


POWER 
WASHERS 
| up front / 


our farm paper ads. See how it sends customers to you. 


BRIGGS cSTRATTO 


Gasoline 


Send for FREE 
BOOKLET 


re 


send 
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sort of way; your new custo 


assume the same plus values in be 
ucts sold by your dealer as she Seo 
ing from the refrigerator you her 
She will be happy to turn oy dio 
washing machine, oil burner pr. ts to 
you. Usually salesmen don’t after 
these, because they specialize on rod. 
uct. Thus a great value is lo th 
dealer. That is shortsighted. ‘| adic 
salesman, working on such a ect 
may produce a satisfied custo: who 
gives him a refrigerator pros; that 
will come back to you as a resul! ()yer. 
look no opportunity to uncover | ects 
from your users which some fello -ales 
men can sell, if you can’t. It is an- 
other way to multiply your ntual 
gains. But be sure that salesy ells 
with the same “using-the-user” |. que 
as you. 

Some dealers reward custor for 


such prospects. Although perfectly 
proper, I do not feel this necessary jf yoy 
create the proper friendly resporsi)jlj 
in users. If resorted to, the award <hoyld 
preferably be in merchandise tha: 
because such prizes of enduring yaly 
long exhibited in the home, are apt ; 
continually call up family discu 
to how they were gained, thus perpetu 
ing the memory of product satisfaction 
rekindling, thereby, the  incentiy: 
further support. 

One dealer of my acquaintance sends 
his customer list some useful kitchen too! 
at the start of each year with a friendl 
little letter say'ug that he hopes they 
remember to do him a favor among thei 
friends. He gets his year’s prospects this 
way. His customer lists have now grow 
so large that he has divided them by prod 
ucts and sends such an award at the start 
of each product selling season. 


SIXTH, WIN EACH USER'S 
SALES SUPPORT 


It may be to act as salesmen, or to in 
vite neighborhood acquaintances to a 
home demonstration, or to bring friends 
to a school or exhibit at your store or | 
enlist the group selling help of a club or 
lodge ; in the many ways at your disposal 
be sure to win each user's sales support 

Finally, let me emphasize the wisdom 
of attempting these six methods of using 
the user within the 90 day period after 
purchase. During that period, ownershi 
still has such news values that the owners 
talk about purchases to everyone the’ 
meet. They are still thrilled at the ben 
fits, economies and pleasures of product 
use. Thereafter, the appliance tends 1 
become an accustomed comfort. Owner 
enthusiasm is transferred to other things 
So make the most of these first ninety 
days—and, after that, stimulate owner 
support periodically, once or twice a yea! 
Don’t overdo it. After all, there are other 
interests in everyone’s life. Too much oi 
a good thing is bad. 

Simple, isn’t it—this principle of using 
the user. But you'll be surprised at the 
multiple earnings it gives you if you thin 
properly, sell properly, call back proper) 
and put it to work. And it will work for 
any product, worth your time and effort 
to sell. 


Auetion Sales 
Bring Prospects 
LIVE wire West Bend, Wis., dealer 


has found one productive source ot 
leads, according to the bulletin oi the 
Bureau of Foreign and Domestic (om- 
merce. He attends auction sales of 


household goods, radios and refrigerators 
and jots down the names of the unsu: 
ful bidders. 

As soon as the auction is over. the 
dealer and his two salesmen call “por 
the people and their records show ‘hat 
they sell on the average, 35 per cei! 0! 
them. 


Essay Contest 
for Mixer Sales 
ESSAY contest recently use t 


stimulate sales of G.E. mixe: ) 
the Broadway Department Store « 
Angeles has resulted in developing : u 


buying interest among a large m 

of customers, according to F. F. Br 
manager of the housewares depart 
The event was started by what was 

a “Cooking Forum,” in the store 
torium which was announced in 
paper advertising and for which per- "4! 
invitations were sent to the custo: ‘T 
of the store. 
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vill | 
: dvertised in Au gust ° 
ne of a Series of Belden Adver- 
al k S tisements appearing in 
lio —_— CONTINUED FROM PAGE 57 — THE SATURDAY 
tr 
o Lansi! Supply Co. advertises Deming Co-operative advs. being run by Mus- E VENING POST 
- tr water system $49.50... Oil kegon dealers on ranges: Beerman’s of- —to Boost Your Sales of Safe Cords 
1 burner lighting systems, pumps, lighting fering Marion Companion range installed and Appliances equipped with Bel- 
o gxture. should go big under home re- at $79.50 . . . Special terms, prices on den Unbreakable Soft Rubber Plugs 
1 oaif's AB ranges with ultra-special price of 
ve New (ft-top refrigerator copy appear- $89.75 cash at Consumers Power Co. . . 
m5 ng in most state papers. Consumers Hall Electric Co. offering $15 on old MADISON SQUARE GARDEN 
Power 0. featuring Kelvin-Chest $79.50, stoves toward GE Hotpoint range at 
ny runnin. factory mats . . . $25 in cash $79.50 . . . Hardy’s department store 
si fered by Vermuelens, Kalamazoo, for holds trade-in sale for L and H ranges, . 
“ old | toward 6 cu.ft. refrigerator regular price $99.50, their price $74.50 Electrical 
(Mayflower), sale price $104.50... plus old stove. 
jue Only *hree nickels a day! Young & Cunningham S, Detroit drug chain, Merchandising 
Chaffee Furniture Co., Grand Rapids, holds giant special on standard electric 
5 Leonard—*“Nickels and dimes” cords with wall plug and appliance plug il b 
th never missed, will buy a Leonard at 11 cents each, and chalks up sales of WI l e 
ad Stewart-Warner new models at Kal- several thousand. h ! 
Maytag Co, That’s about the whole story. there: 
Inches of Appliance Advertising Carried by ‘ 
ut Principal Midwest Newspapers in August* A EI I WHAT |! NO 
t Dept. Furniture Nat'l Chain a 
as Stores Stores Dealers Distributors Utilities Aiea tion which will be held in RUB BER PLUG ? 
Washers N ¥ 
A or s new 
k City “No, mam! | sell lots of these cords — 
Kanaas City Madison Square Garden my regular customers buy them every 
Milwauies 72 20 from September 19th to time their old ones break.” 
Nas St. Louis 0 . 
- . 29th, there will be dis- “That's i 
- at's just the trouble—breakable plugs 
336 288 3194 49 85 119 é : 
meinen plays of new electrical are frightfully annoying. All my new 
Chicano 305 48 345 160 72 merchandise, including — 
Des Moines plugs. That's why | want en Plugs 
Kansas City 148 274 295 60 231 70 d 
tgp af 152 123 30 “4 27 both uppliances and radio in my extra cords, too. There will be 
444 554 24 218 65 120 Electrical Merchandis- no more breakable plugs in my house.” 
urt 1,039 7295 626 809 516 397 ing will have its head- Belden Soft Rubber Plugs are sold attached to 
Small Appliances quarters at Booths 201 approved cords for new appliances or on replace: 
Chieago 0 0 0 159 0 ment cords for old ones. look for the nome— 
nsa i a " 
i 3 139 of the Exposition. Our eppliances and on all replace 
Milwaukee 0 0 0 0 15 0 P ment cords for old appliances. 
in og in 3 0 0 52 0 staff will be glad to meet 
he 120 154 2 0 647 0 any of our subscribers 
- troners who attend the Exposition. 
Chicas ee 0 0 0 0 0 9 
or Des Moi ines 0 0 0 0 0 4 
Louis 5 0 0 0 9 12 
ort 15 0 0 0 0 25 BOOTHS 201 & 202 
Alr Conditioners 
Ing Kansas City ; 0 0 0 67 0 0 
Ranges 
Kansas City 0 0 0 0 428 0 ation atl 
, Omaha 0 0 0 0 54 0 
Milwaukee 0 0 7 0 30 0 1 { 
| solves 
es \Ioines 
‘=> St. Louis 4 
me 
Ol Burners 
: 0 0 0 0 ‘ r 
Water Heater Uni l Service Kit N 
ing 0 0 0 0 versa ce 
inl anaes . } Contains 19 sizes of brushes—five sizes of springs and 
rd j four sizes of oil wicks which will fit 131 makes of appli- { 
“* *The leading newspaper in each city listed was checked for the foregoing data, with the exception of | : ea Pf 
for Chicago, where two newspapers were follow } ances such as vacuum cleaners, washing machines, ironers, 4 
pumps, fans, food and drink mixers, office appliances, heat 
i regulators, cash registers, drills, buffers, barber equip- 
| ment, etc. | 
Free Current Jumps Norge Buys Detroit New! Dj t! tel { 
, ew! Different! Up To Date! 
Home Appliance Uses Vapor Stove } 4 
PP } This kit is truly universal in its application because of { 
aler _ ‘ESS water, splashing over the HE assets of the Detroit Vapor Stove the standardization of brush lengths to one inch. To fit all 4 
= 4 dams in northern Wisconsin and Company and its subsidiary, situated j nationally known equipment, it will be necessary in some 
& Michigan permitted the Milwaukee Elec- in Detroit, Mich., have been sold to the } cases to shorten a brush slightly but the width and thick- 4 
oh ¢ Railway and Light Company to offer Norge Corporation, Detroit, for $600,000, } ness will not have to be changed. { 
Ze tricity to its consumers during the according to A recent paaserigaennarnnets ves } You can readily ascertain by observation which spring 4 
onths period of April and May. the creditors of the former company by | paleo ag : | 
Of tera eo | ib or oil wick is fo be used as well as figure out further varia- 4 
fer was for customers to use as much H. H. Whittingham, secretary of the th 
urrent as wanted, pay no more monthly Norge Corporation. } these th eid. y any wid h 
than amount registered in March meter Norge is assuming all liabilities except- } in the fractional horse power hie ths 4 
M readit ing all Federal income tax liability of the | |} and thicknesses may be altered by judicious use of sand- { 
ye _ Results of the test period, recently re- company and its subsidiary, and the ob- | } paper or grinding wheel. { 
-_ by G. W. Van Derzee indicate that ligation of the principal amount and a6 Supplies Motor Brush Replacements to fit 
arr at one-fifth the regular rate crued and unpaid interest of the so-called “ f li 
“ was the way it averaged out) will —_creditor’s extension notes. ; practically every Known Make of Appliance 4 
not mediately double consumption. 
casomers can we power Trmpar Mig. Co. Sold | | THE OHIO CARBON COMPANY 
prop-'tion to the appliances they own. | 12506 BEREA ROAD CLEVELAND, OHIO | 
t Even a spurt of consumption the first INSLOW - Baker - Meyering Cor- | |} 4 
by ‘ree ionth often was not held up the poration, whose subsidiaries in the } ORDER FROM YOUR JOBBER OR MAIL COUPON! { 
refrigeration field already include Cope- 
il Ke dential consumers obtained 4,231,- land Refrigeration Corp. and Zerozone ‘ The Ohio Carbon Co., 12506 Berea Road, P 
f 8] e kilowatt hours. Some 28.1% Refrigeration Corp., has acquired the Cleveland, Ohio. 
f t eligible increased their consump- assets of the Trupar Mfg. Company of > Gentlemen: — { 
ton 3% for each month. Rural cus- Dayton, O., manufacturers of Mayflower } Please send me complete details about your Universal Service Kit No. 3, including ‘ 4 
On were best users, 53.2% of those household and commercial refrigeration } list of nationally known makes of appliances which can be fitted. { 
ehig averaging an increase of 133.5% and air-conditioning equipment. The an- 
lor two months over March. How- nouncement was made by Dallas E. Add 
il ‘ver his classification held only 1,616 Winslow, president. 
rs - ers against 53,304 urban residen- Distribution of Mayflower products will | } City..... State 4 
lal be through established channels, 


— — | 
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OIL BURNERS—Model “K” for hot 
air, hot water or steam heating systems— 
one of many types made by Petroleum 
Heat & Power Co.—is fully described in 
a recent large folder. No. 


CASSEROLE COOKERS made by the 
National Enameling & Stamping Com- 
pany are described in a recent piece of 
literature. No. 2 


AIR CONDITIONER—The Swartz- 
baugh Manufacturing Company has a 
small air-conditioning unit suitable for a 
single room It cools and washes the 
air of dust and pollen, and is described in 
a small broadside. No. 3. 


VENTILATING FANS of many types 
and for varied uses are shown in a catalog 
issued by Buffalo Forge Company. No. 4 


VACUUM CLEANERS—tThe Sweeper- 
Vac Company has an interesting folder 
for distribution showing all of their 
cleaners with full ncermetion regarding 
their sales features. No. 5 


ELECTRIC SERVANT—Hurley Ma- 
chine Company has issued a large broad- 
side fully describing their new Thor 
cabinet model electric servant. + ee 
entirely new in appliances. No. 


AIR CONDITIONER— The General 
Electric Company describes and _ illus- 
trates in a four-page rotogravure broad- 
side how G-E’s air circulator draws air 
into the house from outside and expels 
from the upper windows the dead warm 
air. No. 7. 

CLOTHES WASHERS — One-Minute 
Washer Company has a sales booklet in 
which you will find complete descriptions 
of each of the elements of their washers, 
together with the outstanding sales fea- 
tures. No. 8 


FANS—Diehl table, wall, and ceiling fans 
are shown with complete specifications in 
their catalog No. 45. No. 9 


VACUUM CLEANERS—tThe P. A. 
Geier Company has announced its 1935 
line of Royal Electric cleaners. This 
folder now available to dealers gives the 
outstanding selling features, prices and 
specifications. No. 10. 


REFRIGERATORS—The Gibson Elec- 
tric Refrigerator Company’s Dealer Sales 
Manual is available to dealers interested 
in a complete line of refrigerators, bever- 
age coolers, water coolers, and commer- 
cial refrigeration. No. 11. 


HEATER CORD and information on 
how to judge it and sell it is given in a 
booklet recently issued by Driver Harris 
Company. No. 12. 


HEATING APPLIANCES — Catalog 
No. 35 lists the complete line of Royal 
Rochester electric appliances made by 
Robeson Rochester Corporation. A com- 
plete presentation of the line which 
should be of interest to all merchandisers 
of appliances. No. 13 


CLOTHES WASHERS — Automatic 
Washer Company’s catalog describing 
their line of washers and ironers touches 
upon the selling features of the “Magic 
Sutton,” recently featured in their pro- 
motion. No. 14 


DEALER 


LITERATURE 


From the Manufacturers 


Manufacturers issue new booklets, leaflets and other 


printed material from time to time which can be of 
considerable help to electrical merchants not only 


in selling but in buying as well. Listed below are 


some of these recent pieces of literature. If you are 


interested in securing copies of this material, put 


a circle around the key number on the coupon and 


we'll pass on your request to the various manufac- 


turers at no cost to you. 


AIR CONDITIONER — The Tempera- 
ture Corporation (subsidiary of Chrysler) 
announces its entry into the field of air- 
conditioning with a four-page broadside 
setting forth the principles by which their 
new Air-Temp conditioner cleans and 
moistens the air in home or office. No. 15. 


CLOTHES WASHERS—Haag Brothers 
Company have available for distribution 
to distributors and dealers a catalog giv- 
ing descriptive information and specifica- 
tions on their line of washers. No. 16. 


KITCHEN PRODUCTS and how they 
can be sold more profitably if made of 
porcelain enamel is told in a booklet is- 
sued by The American Rolling Mill Com- 
pany. No. 17. 


FUSE—The Eagle Electric Manufactur- 
ing Company are now manufacturing a 
fuse of the cartridge type. No. 18 


CLOTHES WASHERS—tThe Altorfer 
Brothers Company have described in a 
small mailing piece their new t 
washer, of pleasing finish and complete 
with wringer and gas engine. No. 19. 


HEATER CORD and other types of re- 
placement and home wiring sets are de- 
scribed in bulletin No. 4882 of the Belden 
Manufacturing Company. No. 20 


CLOCKS—The Penwood Company illus- 
trate and describe their line of numeral- 
type electric clocks in an attractive folder 
of interest to electrical appliance dealers. 
No. 21. 


MIXERS—You'll find interesting the ex- 
cellent broadside issued by The A. C. 
Gilbert Company showing the parts of 
their mixers, together with information 
on their chief sales features. No. 22. 


RANGES—tThe Standard Electric Stove 
Company have thoroughly covered the 
subject of electric cookery in a booklet 
worth reading as an education on the 
subject. No. 23. 


CIRCLE NUMBERS... 


SIGN... 


CLIP OUT AND 


17 18 19 20 21 
33 34 35 36 37 


ELECTRICAL MERCHANDISING 
330 West 42d Street, New York, N. Y. 


I am putting a circle around the numbers that look interesting. 
I'd like to get a copy of these pieces of literature. 


SIGNED 


COMPANY 


38 39 40 41 


22 23 24 25 26 27 28 29 30 31 32 
42 43 44 45 46 47 48 
49 50 SI 52 53 54 


9 10 11 12 13 14 15 16 


WALL LAMPS of varied and original 
design are shown in an attractive catalog 
issued by the Railley Corporation. No. 24. 


APPLIANCES, irons, waffle makers, 
percolators and toasters made by The 
Coleman Lamp and Stove Company are 
shown in a small folder. No. 25. 


AIR CONDITIONER — Savage Arms 
Corporation have introduced a new all- 
year air-conditioner to be merchandised 
under the trade name Zephyr. It is pic- 
tured and fully described with diagrams 
showing the principles of heating, cooling 
and air purification. No. 26. 


CLOCKS—tTheir active models, both 
electric and manual, are illustrated by The 
Sessions Clock Company in a recently 
issued catalog. No 


RANGES—tThe complete line of Mon- 
arch ranges made by The Malleable Iron 
Range Company is displayed attractively 
in their catalog, which tells fully about 
electric cookery and the exclusive features 
of their equipment. No. 


CLOTHES WASHERS made by the 
Zenith Machine Company are shown in 
a window broadside in striking colors 
which pictures and describes their fea- 
tures. No. 29. 


WASHERS—lIn an interesting piece of 
literature issued by the Horton Manu- 
facturing Company, is shown by means 
of a comparison chart their full line of 
washers and the features that distinguish 
one from another. No. 30. 


RANGES — Their modernly designed 
Hotpoint range is shown with all its new 
features in a circular issued by Edison 
age Electric Appliance Company. 
No. 


RANGES—Estate Stove Company in its 
catalog not only has the usual specifica- 
tions but illustrations showing their line 
of ranges, with full information about 
their features. No. 32 


CLOCKS—The Warren Telechron Com- 
pany have for mailing a large sheet show- 
ing the full line of Telecron clocks with 
descriptive matter and prices. No. 33. 


HEATING UNITS—The Edwin L. 
Wiegand Company have issued a new 
heating unit catalog, complete with speci- 
fications and a wealth of heating data, of 
interest to the dealer who is called on to 
do a good deal of repair work. No. 34 


COCKTAIL SHAKER, drink mixer, 
electric floor polisher and knife grinder 
are all shown in a printed piece issued by 
the Dumore Company. No. 35. 


WATER SYSTEMS—The Electric 
Water Systems Council have prepared a 
“plan of action to sell running water to 
the rural markets.” This is of interest to 
all groups of suburban and small town 
dealers who should co-operate in this 
movement. No. 36. 


CLOTHES WASHERS—tThe {arto 
Corporation illustrate each of thei: wash 
ers, with information as to their .pecia) 
characteristics, in an unusual and attrac. 


tive piece of promotion. No. 37. 

FLASHLIGHTS—tThe latest » imber 
made by the National Carbon Co inpany 
with specifications for batteries ani |amps 
are contained in a recent dealer pr ce list 


No. 38. 


VENTILATING FANS which xhays 
inside air, then by a turn of the swite} 
bring fresh outdoor air into the kitche; 
are illustrated with full specifications ing 
folder issued by the American Blower 
Corporation. No. 39. 


REFRIGERATORS made by the Potter 
Refrigerator Corporation are shown in a 
beautiful broadside illustrating their fy!) 
line of air-conditioned boxes and their 
features. No. 40. 


CLOTHES WASHERS—Apex Rotarex 
Corporation have issued an_ interesting 
broadside, featuring the action of the 
spiral agitator found in all their washers 
No. 41. 


VENTILATING FANS made by The 
Emerson Electric Manufacturing Con 
pany are described with full suggestions 
for uses and complete specifications in a 
recent leaflet issued by the company 
No. 42. 


DISHWASHERS made by The Conover 
Company and how to sell them are cov- 
ered in a booklet giving many sales 
points. No. 43. 


REFRIGERATION—Waukesha Motor 
Company’s leaflet “Cold Cash” tells about 
their refrigerators, artificial ice makers 
and milk coolers—all of which can be 
sold to homes with or without electricity 
No. 44. 


RANGES AND GRILLS of many varied 
types as well as several models of water 
heaters made by the Lindemann & Hover 
son Company are shown in an attractiv 
catalog. No. 45. 


CLOTHES WASHER—Nineteen Hun 
dred issues an announcement mailing 
piece showing their new sink-high washer 
complete with raed and attachment 
for ironer. No. 46. 


COFFEE MAKERS in many attractive 
and original designs are shown in a smal! 
folder issued by The Silex Company 
No. 47. 


WATER SYSTEMS—tThe Heil Com- 
pany have prepared a folder showing 
their complete line of water softeners ané 
pumps designed to fit every farm or 
suburban need. Interesting in connectior 
with the Electric Water Systems Council 
campaign. No. 48. 


LAMPS — The Gregg Manufacturing 
Company have prepared an_ attractive 
sheaf of printed material illustrating their 
line of floor and wall lamps, including a 
adjustable floor lamp with extension arms 
and many types of hang-up lamps. No. 4° 


TABLE APPLIANCES—Superior Elec- 
tric Products Corporation has a line o! 
irons and table appliances, such as grills 
toasters and percolators, which are illus 
trated in a large folder. No. 50. 


APPLIANCE MOTORS—The Pris: 
& Stratton Corporation have a 16-pag 
hooklet describing the Briggs & Stratt 
gasoline motor and its technical chara‘ 


teristics. Of especial interest to dealers 
desirous of selling to unwired homes 
No. 51 


CLOTHES WASHERS—Lever 
ers Company has a washing n hine 
dealer-help in the form of their Kins 
demonstration service offered to met 


chants to help them sell washers. 0. >- 


IRONERS—The Ironrite Iron Co pany 
describes in a small broadside the © [ 
line of ironers. No. 53. 


LAMPS—H. G. McFaddin & Co: pany 
illustrate in a complete catalog the © ' 
line of Emeralites—in many kins 
table, desk and floor lamps—as w !! 4 
their varied line of shades. No. 54 
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Just remind them 
THEY BUY THESE 


h IN A MINUTE... 


General Electric 


heater cords, 


triple taps, fuse 


plugs — customers continually neg- 
lect to think of them. Right now 
hundreds of 


housewives in 


your community 


can use any one or all of these items. 


This is attractive, self-selling mer- 


chandise. No 


sales effort is re- 


quired—it moves 


right off the ter. Your cust 8 


know that the G-E Monogram on each 


piece is a pledge 


of dependability 


she 
and value, 
tive Before you complete each sale, re- 
ma 
any 
mind your customer that she needs 
ving heater cords, triple taps and fuse 
and 
or 
tion plugs and watch how extra profits 
pile up. 
ctiv 
stots If you are not already making addi- 
ga 
arms 
s 49 tional profits from this General Elec- 
“ tric line of fast-moving items, fill in 
rrills 
illus the coupon below and send it in so 
riggs that you may get your share of this 
page 
atts 
ara Profitable business. 
aler 
ymes 
hine 
tins WIRING DEVICES 
MERCHANDISE DEPARTMENT 
GENERAL ELECTRIC COMPANY 
BRIDGEPORT CONNECTICUT 
ful 
yany 
ful General Electric Company, 
an Section D-349, Merchandise Department, 
i as Bridgeport, Conn. 


Please send complete information on 
= wiring devices for over-the-counter 


Telephone 
for Service 


In Toledo, if your refrigerator goes 
“on the blink,” your first thought 
would be to find a repair man and the 
first place you would look would be in 
the telephone directory. Most likely 
the first name to catch your eye would 
be that of Refrigerating Service & 
Engineering, 2019 Adams Street. 

That company intended that your 
eye would be caught. They have five 
listings in the telephone directory, in 
addition to an advertisement in the 
classified section. 

You probably would not be the only 
one to telephone them for service. It’s 
an ill day when at least 20 telephone 
calls do not come in, George Hancock, 
president of Refrigerating Service & 
Engineering, says. Some calls are for 
minor repairs; some are for major. 
His shop is prepared for them all. 

Service can be sold in many ways 
but Mr. Hancock believes the most 
effective means is by special listing in 
the telephone directory. The emer- 
gency character of repair work re- 
quires prominent display to catch the 
eye, he says. If the home owner 
knows where to reach you he will use 
your services, was the way Mr. Han- 
cock put it. Once a home owner 
knows you, and learns of your work, 
they will use you again, and it is re- 
peat business which counts. Confidence 
in a repair shop means a lot, he said. 
It means rush work which is good 
work. That’s why jobs are checked 
into the repair shop and out again as 
fast as possible. That’s what “service” 
is, Mr. Hancock says. 

The company has built a sizable busi- 
ness in home repairs. It also acts as 
service agency for most of the down- 
town department stores in Toledo and 
for many of the electrical dealers. For 
14 years they have been providing 
refrigeration service. In January they 
moved to their present location be- 
cause of a need for larger quarters to 
handle the volume of business. 

Three repair men are on full time 
at the shop. A truck is ready to take 
the men to homes, hotels, stores or 
restaurants. Both commercial and 
domestic jobs are part of the day’s run. 
Day and night service is available, a 
night man being on hand. Service men 
wear neat jumper suits similar to auto- 
mobile repairmen or service station at- 
tendants and have the insignia of the 
company over their heart. The men 
are trained for every type of repair 
job, Mr. Hancock says. 

Whenever a school for refrigerator 
mechanics is held the company sends a 
man to be trained. He must secure a 
certain mark in an examination to 
qualify as a repair man. Refrigerating 
Service & Engineering has men trained 
to repair Apex, Servel, Frigidaire, 
Universal, Hermetic, Kelvinator, 
Norge, Universal and Absopure, with 
sometimes jobs on Holmes or other 
makes. 

In addition to repairs the company 
has a retail dealership for Apex 
cleaners, washers, ironers and refrig- 
erators. 


The Salesroom 
to the Customer 


Pacifie Coast Jobber Offers 
Dealer Cooperation 


T HAS become customary for city job- 

bing houses to offer the facilities of 
their sales rooms to local dealers wha 
wish to show their customers a more 
complete line of equipment than they 
carry on their own floors. The Gray- 
bar Electric Company has extended this 
courtesy to the rural districts of the 
Pacific Coast as well. The company 
has fitted up a truck in the form of an 
electric display room, which is routed 
throughout this district. 


bé a 2EGSON 


WHY dozens of major power companies are using 
long-life Chromalox Super-Speed enclosed type 
range units for replacements. 

WHY thousands of ranges have been modernized with 
Chromalox Super-Speed “top burners.” 

WHY 75% of the enclosed range units sold in certain 


range rehabilitation campaigns by power com- 
panies were Chromalox. 


WHY 75% of the new ranges sold by four manufac- 
turers are Chromalox-equipped. 


MAYBE IT’S BECAUSE 


HOUSEWIVES by the hundreds tell us they like the 
neat sturdy appearance of Chromalox, that its 
smooth, flat top is as easy to clean as a pot or a 
pan, that they feel safer because there are no 
exposed wires, and above all, they say Chromalox 
is as fast as anything they have ever cooked 
upon. 


DEALEAS say that its immediate acceptance makes 
Chromalox easy to sell, that it stays sold because 
of its trouble-free operation, and the fact that 
Chromalox Super-Speed “top burners’’ can be 
adapted to any make of range, old or new, cuts 
down inventory costs. 

POWER COMPANIES appreciate that customer satis- 
faction is a prime factor in public relations and 
the Chromalox Super-Speed unit means satisfied 
range owners who are boosters for electric cook- 
ery, that fast, convenient electric cooking serv- 
ice means more revenue, and that the long life 
of Chromalox 
costs. 


THE REAL REASON —as we see it, is that the built- 
in quality and long life of Chromalox Super- 
Speed Range Units is not an accident but the 
result of twenty years of pioneering experience 
in the design and manufacture of refractory in- 
sulated heating units by the largest manufacturer 
of electric heating units in the world. 


Mail the coupon today for complete information 


about Chromalox Super-Speed Range Unit-. No 
obligation, of course. 


EDWIN L. WIEGAND COMPANY 


Exclusive Manufacturers of Chromalox Heating Units 


7525 Thomas Boulevard, Pittsburgh, Pennsylvania 


units greatly lowers servicing 


MAIL COUPON TODAY FOR FULL DETAILS 


By .Paster, More Efficient and Lived 
than any Range Units of Equal Rating! 


EDWIN L. WIEGAND CO. —e 
Manufacturers of Chromalox Heating Units nd to Clean 
7525 Thomas Blvd., Pittsburgh, Pa. 
Exposed Faster 
Without obligation, send us complete data os 
about Chromalox Super-Speed Replacement oon 
Range Units and how we can make money Ea >> 
selling them. There are approx. ...... elec. 
ranges in the territory we serve. Check which Fs aa 
( ) We sell elec. ranges ( ) We do not 
sell elec. ranges. ( ) Send us catalogs about 
Chromalox-equipped electric ranges. am. 
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UNDISPLAYED RATE—Per word 

Positiona Wanted (salaried employment only) 
10 cente a word, minimum charge $2.00 an 
insertion, payable in advance (See 1 on 
hor numbers.) 


Positions Vacant and all other classifications 


(ineluding Agents. Salesmen. Distributors 
Representatives uivertising) 15 cents a 
word, minimum harge $3.00 an insertion 
(See on hor numbers.) 

Diacount of 10 if full payment is made in 


advance for 4 consecutive insertions of un- 
displayed advertisements 


SEARCHLIGHT 
SECTION 


“OPPORTUNITIES “’ 


SALES EMPLOYMENT 
BUSINESS—MERCHANDISE 


DISPLAYED RATE—Per inch. 


1 inch $7.50 

2 or 3 inches 7.25 per inch 

4 to 7 inches 7.00 per inch 
Rates for larger spaces on request. An adver- 
tising inch is measured vertically on one 
column There are 4 columns—60 inches 
to a page 
Bor Numbers—Care of Electrical Merchandis- 
ing’s New York, Chicago or San Francisco 
offices count as 10 words additional in undis- 
played ads. Replies forwarded without charge. 


AGENTS WANTED 


Glass Show Window Keflectors 


Manufacturer of well known make Has opening 
in several territories for representation on com 
mission bas lowing amongst the electrical 
obbers necessary AW-534, Electrical Merchan- 
lising 130 Weat 42d St New York City 


New Type Water Mentor 

ranges and ap 
in all terri 
ro-Hot Heater 


REPRESENTATIVE WANTED 


Pacifie Const Representative 


Wanted—“allir ti obbing trade by long es 
tablished man fa turer of elect 1 cialti 
and = wiring es RW -536 Ele 


chandistng 330 ‘West 424 St New 


OISTRIBUTORS WANTED 


or 
MORRILL ELECTRIC VACUUM CLEANER 
Enclosed filter type. High Vacuum. 
Four models. Many outstanding sell- 
ing points 
Write for proposition 
a MORRILL & MORRILL 

30 Church St.. New York, N. ¥ 


SALESMEN WANTED 
To Call on Dealers and Jobbers 


We manufacture approved and guaranteed 
OIL BURNERS, $7.50 
Complete to Dealers. write at once for 
protected territory 
LAFAYETTE OIL BURNER COMPANY 
28-30 Portland Street, Boston, Mass. 


“Opportunity” Advertising: 


Think 
“SEARCHLIGHT” 
First 


WILL BUY FOR CASH 
ANY QUANTITY SURPLUS 


ELECTRICAL APPLIANCES 
or electrical equipment 
for immediate spot cash. 


ECONOMY DISTRIBUTING COMPANY 
874 Broadway. New York City 


10 Replies received 
by & manufacturer of small electrical appliances 
wanting a Chirag representative 

3 
t man wenting additional lines on com 
missior "> s in eastern Pennsylvania 

2 Replies received 
by an advertiser wanting to represent manufac 
turers of electric novelties and appliances in 
Metropolitan New York City 

10 Replies received 
y manufacturer of motors, generators, ete 
wanting agents in several territories 

2 received 
by « distributor prepared to handle electrical 
specialties in central New York and Northern 
Pennsylvania 

3 Replies received 
by an advertis ner offering representation in New 
England territor 


“SEARCHLIGHT” 


Do “SEARCHLIGHT” Ads Get 


Here's a review of some answers received by box number advertisers. 


14 Replies received 
—by a manufacturer of wringer rolls seeking 
national distribution 
5 Replies received 
——by a proprietor of an electrical store who wants 
partner 
6 Replies received 
—by an advertiser offering representation in South- 
west territory on electrical appliances 
6 Replies received 
——by & manufacturer of washers wanting repre- 
sentation in a number of territories 
7 Replies received 
—-(in June) by a manufacturer of tree outfits want- 
ing salesmen on commission basis (7 replies 
also received to the same advertisements pub- 
lished in April) 
6 Replies received 
——by an advertiser offering representation in Cleve- 
land on washers, sweepers and refrigerators 
4 Replies received 
——by an advertiser wanting to purchase an electric 
appliance store and repair shop in middle west 


ads can serve you to equally good purpose 


PARTS 


UNDISPLAYED RATE 
line in small black face type) 
10 if full payment is made in 


DISPLAYED RATE: $12 


00 per 


There are 4 columns 


$1.00 per line per insertion 
Fractions of a line count as a line 


SERVICES 
AND 


ACCESSORIES 


Minimum charge $4.00. (First 


Discount of 


advance for 4 consecutive insertions of undis- 


inch per insertion 
(An advertising inch is measured vertically on one column. 
60 inches to a page) 


Send for 64-Page Catalog U 
illustrating 600 Washing Machine 


- 


C0) 

af 
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WRITE OR WIRE US— NOW! 
SCULLY-JONES & CO., 1905 S. Rockwell St., CHICAGO, ILL. 


Sell Faster—GOODRICH ROLLS—Cost No More 


SERVALL CO., 4409 Seyburn Ave., Detroit, Mich. 


ARMATURE 
REWINDING 


Write for prices and catalog 
q We Stock Vacuum Cleaner Parts 


1 WILLMAN ELECTRIC 


a 2554 Sturtevant, Detroit, Michigan 


CAT SHIPMENT—BIG SAVIN 


St cO., INC, 


Jamaica. L. I 


NEW TALOG ILLUSTRATED 
OW PRICES = 

REPLACEMENT PARTS” _ SUPPLIES 
Cleaners, Wri r 
V-BELTS (For all purpe ses Complete stock.) = 
Electrical Supplies—Lighting Fixtures : 
Vac. Clr. Armatures hewound $1.25 : 
THE PREMIER H 


i BRASS & ELEC. 


92-12 1509 St. New York 


New “SEARCHLIGHT” Advertisements 


must be received by the 25th of the month 
to appear in the issue out the following 
month 
Address copy to the Departmental 
Advertising Staff 
Electrical Merchandising 
330 West 42d St.. New York City 


of the biggest values in the vacuum cleaner 
and washer industry. Dealers and salesmen 
everywhere are sticking to TRIANGLE and 
getting more than their dollars’ worth. 


Our 32 page catalog tells you why 


TRIANGLE APPLIANCE COMPANY 
3250 Tyler Ave, Detroit, Mich. 


McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42d STREET, NEW YORK, N. Y. 


Chairman of the Board; Malcolm Muir, President; 


Philadelphia; Cleveland; Detroit; St. Louls: Greenville, 


Statistical Barometers 


A DIGEST OF FIGURES INDICATING THE PROGRESS OF ELECTRICAL 4 »p1}. 
ANCE SALES AND ELECTRICITY SALES PLUS STATISTICS PERTINE\T to 
THE OPERATION OF AN ELECTRICAL APPLIANCE SELLING BUS: VEgs 


ELECTRICITY USED BY HOMES 


During the first six months of this year, 
American homes have consumed 6,387,262,000 
kilowatt hours of electricity, which is a 5.4% 
gain over the 6,059,240 kilowatt hours con- 
sumed in the corresponding period of 1933. 
The Edison Electric Institute reports con- 
sumption of electricity for home use as 
follows : 


JUNE 1934 ......... 972,929,000 Kw.Hrs. 


Sune 193838 888,701,000 Kw.Hrs. 
May 1934 966,522,000 Kw.Hrs. 
198464 1,025,562,000 Kw.Hrs. 


Maret 1994 1,055,511,000 Kw.Hrs. 
February 1934 ...... 1,122,776,000 Kw.Hrs. 
January 1934 ....... 1,243,962,000 Kw.Hrs. 


Average annual consumption by wired 
homes : 
Year ended June 30, 1934..... 614 Kw.Hrs. 
Year ended June 30, 1933...... 598 Kw.Hrs. 
Average monthly electricity bill paid by 
wired homes 
Year ended June 30, 1934............. $2.76 
Year ended June 30, 1933 ...........+. 2.77 


Average residential electricity rate: 
Year ended June 30, 1934 .. 5.39¢c per Kw.Hr. 
Year ended June 30, 1933 .. 5.56c per Kw.Hr. 


GENERAL BUSINESS ACTIVITY 
An index of business activity compiled 
weekly by Business Week. To save space 
we give only figures for the last week in 
each month. Normal activity of 100% is 
represented by such periods as November 
and December 1929, and the end of June 
1930. 
AUGUST 1934 
August 1933 
July 193 


% of normal 
of normal 
of normal 
% of normal 


> of normal 
February 1934 ~ of normal 
January 1954 of normal 


*Fourth week of month. 


HOMES WITH ELECTRICITY 

Low point in the depression slump in 
wired homes was reached in May 1933 when 
total wired homes for the nation stood at 
19,699,071. Since that time the number of 
homes with electricity has been steadily 
climbing month by month, due to re-connec- 
tions, until in June 1934, according to Edison 
Electric Institute figures, there were 20,- 
252,244 domestic electricity consumers. This 
represents an increase of 553,173 wired homes 
—over half a million revived customers for 
electrical merchandise. 

Recovery in farm markets is not responsible 
for this increase in total wired homes, al- 
though increased farm reconnections have 
helped to swell the total. Low point in total 
wired farms came during the depression in 
January 1932 when the number was 609,085. 
Since that time electrified farms have in- 
creased until in June 1934, according to Edi- 
son Electric Institute, there were 721,736 
wired farms, a gain of 112,651 from the low 
point. 


IRONING MACHINES 


Sales of household electric ironers, reported 
by 19 manufacturers to the American Wash- 
ing Machine Manufacturers’ Association, 
totaled 23,471 portables for the first seven 
months of 1934, as compared with 13,084 for 
the first seven months of 1933, an increase 
of 79.4%. Table type ironers for the same 
period of 1934 reached a total of 43,199 sales 
as compared with 20,824 for the first seven 


months of 1933, an increase of 107%. 

Monthly figures follow: 

2,146 portable & 
6,536 table type 

July 1983 ...... 4.159 portable 4 
3,983 table type 


4,575 table type 

2,864 portable & 

6,983 table type 

3,558 portable & 

10,336 table type 

ee 5,492 portable & 

6,326 table type 

4,224 portable & 

4,978 table type 

2,461 portable & 

4 365 table type 

Saturation, Janary 1934—801,450 homes or 
4% of total wired homes. 


OIL BURNERS 


Sales of household electric oil burners as 
reported by 149 manufacturers to the Bureau 
of Census, Department of Commerce: 
JUNE 1934 3,847 shipped in the U. 
June 1933 .. 4,440 shipped in the U. 
May 1934 ..... 6,349 shipped in the U. 
April 1934 ..... 4,865 shipped in the U. § 
March 1934 .... 3,480 shipped in the U. 
February 1934.. 1,793 shipped in the U. 
January 1934. 1,971 shipped in the U. 

1934—739,500 homes, 
or 3.7% of the total wired homes. 


ELECTRICAL APPLIANCE 
MARKETS, BY FAMILY 
INCOME GROUPS 


Richest market for larger types of domes- 
tic electric appliances is found in families 
with yearly incomes of between $1,000 and 
$3,000. Forty-one per cent of electric re- 
frigerator sales, 49% of electric clothes 
washer sales and 44% of electric vacuum 
cleaner sales are made in this income group. 


May 1934 
April 1934 
March 1934 


January 1934 


3 


Next largest market for these three house. 
hold appliances is made up of fami! 
incomes of $3,000 to $5,000 a year. Thirty. 
one per cent of refrigerators sold, |), 
washers sold and 30% of cleaners so’! go to 
families with these incomes. 

These conclusions are reached in study 
just made by the Columbia Broa asting 
System under the direction of inde‘ 
researchers John Karol and Paul Kesten, 
Figures were obtained from manufa turers 
distributors and dealers who told ( ‘ 


lumbia 

the percentage of their total annual «ales to 
each income group. 

How the total market for electric reiriger- 

ators, washers and cleaners is divide: among 

the five major family income groups. for the 


United States as a whole, is here shown: 


Proportion of Total Market Which Lies 
in Each Income Class 


Electric Electric Electric 
Refrig- Washing Vacuum 
erators Machines (leaner 


Over $10,000 6.2% 6.3% 6.4% 
$5,000 to $10,000... ... 19.1 19 
$3,000to $5,000......... 31.2 21.5 29:8 
$1,000 to $3.000 40.5 499.2 444 
Under $1,000........... 3.0 11.5 75 


Total: All Income C asses 100.0% 100.0% 100.0%, 

Being radio - broadcasting - minded men, 
Messrs. Karol and Kesten go a step further 
in their study and show, with the help of an 
earlier Columbia Broadcasting survey (“The 
Vertical Study of Radio Ownership”) what 
percentage of the market for electric refrig- 
erators, washers and vacuum cleaners are 
reached by radio broadcasting. Result of 
their findings: 67% of the total market for 
refrigerators, 61% of the clothes washer 
market and 64% of the vacuum cleaner mar- 
ket lie in radio homes. 

Further statistics developed in the new 
Columbia Broadcasting study, entitled “Mar- 
kets in Radio Homes, by Income Levels and 
Price Levels,” include detailed figures show- 
ing the extent of radio coverage of the mar- 
kets for the three major household electrical 
appliances in each income group or class 
Parallel figures show the percentage of 
these markets which lie within the circula- 
tion of leading magazines. Not limited t 
three household electrical appliances, the 
new Columbia opus covers also shoes, 
watches, silverware, autos, paints, cameras 
and even that intangible but much-promoted 
commodity, life insurance. 


HOUSEHOLD REFRIGERATORS 


Sales of household electric refrigerators, 
as estimated by the Electric Refrigeration 
Bureau with the assistance of the National 
Electrical Manufacturers Association 
reached a total of 1,124,420 refrigerators i 
the first seven months of 1934. This figure 
represented an increase of 41.4% over the 
same period of 1933 when 795,067 refriger- 
ators were sold. Monthly figures follow: 


2086 120,846 refrigerators 
190,003 refrigerators 
March 1934 ....cccee- 151,668 refrigerators 
February 1934 ........ 82,439 refrigerators 


January 1934 ......... 35,212 refrigerators 


Saturation, January 1934—4,900,000 homes 
or 24.6% of total wired homes. 


VACUUM CLEANERS 


Sales estimated by the Vacuum Cleaner 
Manufacturers Association show that for the 
first six months of this year 360,568 floor 
type cleaners were sold, as against 226,04 
in the same period in 1933. This represents 
an increase of 59.5%. 

Detailed figures on both floor and hand 
cleaners for the first six months of this year 
are given below. 


52,348 floor cleaners & 
20,014 hand cleaners 

Fume 8988 $4,531 floor cleaners 
11,742 hand cleaners 

May 1934 ........ 65,213 floor cleaners « 
21,738 hand cleaners 

er 65,526 floor cleaners & 
18,759 hand cleaners 

March 1934 ....... 78,475 floor cleaners & 
23,461 hand cleaners 

February 1934 ..... 54,000 floor cleaners & 
,208 hand cleaners 

January 1934 ...... 45,006 floor cleaners & 


802 hand cleare 
Saturation January 1934—9, 643,568 homes 
or 48.5% of total wired homes. 


WASHING MACHINES 


Sales reported to the American W> line 
Machine Manufacturers’ Association | y ''s 
31 member manufacturers indicated ( 4,135 
electric washers sold in the first -cvet 
months of 1934 as compared with ses 
477,468 for the same period of 1933, in- 
crease of 47%. Monthly figures foll« 


78,535 w “hers 
100,246 w hers 
112,642 w ers 
121,346 w: -hers 
February 1934 ............ 97,278 we hers 
203 w: shers 


75,203 
Saturation, January 1934—8,725,693 | mes 
or 43.9% of total wired homes. 


8. C. James H. McGraw, 


Branch Offers: 520 North an Ave., oss Mission St. 
San Franei: How! 
James H. McGraw, Jr., Vice-President and B. R nam, Secretary 
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ELECTRIC REFRIGERATORS 
CAN NOW BE MET 


wm tremendous and overwhelming demand for the 


new Hotpoint Refrigerator has exceeded our most 
optimistic expectations. Despite the fact that factories 
have been working to capacity day and night orders 
could not be filled fast enough. We recognize that some 
Hotpoint Refrigerator dealers have been thus tempo- 
rarily handicapped. To these we extend sincere apologies 
—and hasten to add that this situation has been changed. 
Production facilities have been expanded to the point 


that all orders can now be filled promptly. 


The stage is now set for what we believe will prove 
the greatest business in the history of electric refrigeration. 
Hotpoint Refrigerator dealers can cash in handsomely 
on this tremendous demand. A great product backed 
by a great name—with a price that is right—this com- 
bination cannot fail to succeed in a large way. Write 
or wire—Hotpoint Refrigerator Division, Specialty 
Appliance Sales Department, Section EM9, Nela 
Park, Cleveland, Ohio. 
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WITH THE KELVIN-CHEST 


KELVINATOR OPENS UP & GREAT, NEW 
MARKETS FOR YOU !! 


SMALL HOMES 
ND APARTMENT 


ROADSIDE STANDS 
D SMALL RETAIL STOR 


Small homes and apartments — summer 
cottages, hunting lodges, etc. — roadside 
stands and small retail stores—and as a 
second refrigeratorin the home—here are the four 
great, new markets which are now ready for you. 


With the new Kelvin-Chest, you can go to the 
thousands of prospects right in your territory 
and offer them Kelvinator electric refrigera- 
tion at a price within the reach of the most 
modest budget. 


The Kelvin-Chest is a Kelvinator all the way 
through. It has the standard Kelvinator com- 
pressor, the same fine unit used in higher 


A SECOND REFRIGERATOR a 


FOR THE HOME 


priced models. It has a Temperature Selector 
with 8 freezing speeds; 2 large ice cube trays 
(42 cubes); porcelain interior; Permalain ex- 
terior finish; Kelvatex insulation all around; 
porcelain Table Top; removable basket for 
vegetables. 


Dealers everywhere are cashing in NOW with 
the Kelvin-Chest. And they are going to con- 
tinue right through the fall and winter months, 
therefore the wise thing to do is to wire, phone 
or write to-day for complete information. . . 
KELVINATOR CORPORATION, 14250 Plymouth 
Road, Detroit, Michigan. Factories also in @& 
London, Ontario, and London, England. 
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